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Abstract 
Consumer loyalty is considered a critical determinant of repetitive mobile 
telecommunications business. The Australian telecommunications sector has strong 
competition among numerous mobile telecommunications service providers because 
of low switching costs for customers and product price value competitiveness, which 
lead to high customer switching rates. This situation has led mobile 
telecommunications companies to recognise that maintaining customer loyalty plays 
an important role in retaining customers and enhancing business revenue. Customer 
retention is not an easy task for service providers because of the furious price and 
marketing competition among the telecommunications market leaders. Thus, 
customer loyalty is vital for mobile telecommunications service providers both from a 
financial perspective and mobile service angle. As such, it is necessary for service 
providers to constantly track the factor of customer loyalty through customer feedback, 
surveys, reports, research studies and marketing business analysis. 
The mobile telecommunications sector in Australia is expected to grow in the coming 
years because of continuous technology evolution. Therefore, it is important for mobile 
businesses and other retail stakeholders to gain insights into the factors influencing 
consumer loyalty. Thus, the aim of this research was to explore the factors influencing 
customer loyalty in the context of mobile telecommunications products and services. 
The research classified the key prototypes and antecedents of customer loyalty, and 
gained insights regarding the nature of their relationships with consumer loyalty in the 
presence of moderators (e.g., age, gender and experience). 
There is no single framework in previous studies which has demonstrated a 
comprehensive framework for investigation of the factors impacting customer loyalty 
in mobile telecommunication sector in Australia. The relationship between customer 
experience and customer loyalty has been investigated in this research. In previous 
studies more emphasis was on service quality and customer satisfaction. This study 
has included a new factor customer experience for further investigation. Moreover, the 
behavioural intention factor from unified theory of acceptance and use of technology 
(UTAUT2) model has been contexualised into customer loyalty for the investigation of 
these dependent and independent variables. The relationships between dependent 
 xv 
variables such as facilitating conditions, performance expectancy, effort expectancy, 
social influence, price value, hedonic motivation, habit, customer satisfaction and 
customer experience, and dependent variable customer loyalty have been 
hypothesise in this study. The framework is underpinned by unified theory of 
acceptance and use of technology (UTAUT2) and marketing-mix theory. 
The research employed a positivist and quantitative approach. To collect research 
data, this study used a web-based survey distributed to Australian mobile phone 
customers, with the help of a marketing company, Research Now. The study sample 
consisted of Australian customers of mobile telecommunications products and 
services. In total, 384 responses were received, and the survey was distributed to 
1,985 Australian mobile telecommunications customers. The response rate was 19.34 
per cent. The collected data was analysed using the SmartPLS tool and partial least 
squares path modelling (PLS-PM) regression method to answer the research 
questions and test the research hypotheses. 
Overall, the research findings supported the theoretical framework of this study, which 
was an extended version of the unified theory of acceptance and use of technology 
model proposed in this study, with the majority of examined factors found to have a 
significant effect on consumer loyalty. Specifically, this study found that customer 
satisfaction strongly affects customer loyalty. Similarly, facilitating conditions, social 
influence, performance expectancy, hedonic motivation and product price value 
positively influence customer loyalty. Given that customer loyalty is most strongly 
affected by customer satisfaction, it seems imperative that mobile telecommunications 
businesses devote particular attention to ensuring that customers are satisfied with 
their products and services. These research findings are consistent with those in the 
existing literature. 
This study provides insights into aspects of moderators—such as age, gender and 
experience—that have not previously been fully investigated in the field of mobile 
telecommunications products and services. The behavioural intention phenomenon 
has been studied from the perspective of consumer behaviour and usage, yet not in 
terms of consumer loyalty. Therefore, this study sought to fill this gap and undertake 
research in the field of customer loyalty in mobile telecommunications products and 
services settings. 
 xvi 
The findings of this study provide important managerial and business implications in 
the field of mobile telecommunications products and services. The research model will 
help mobile telecommunications service providers allocate their resources—such as 
network, infrastructure and customer care resources—according to their relative 
importance. It is anticipated that the proposed framework in this study will improve 
perceptions of the factors affecting consumer loyalty and the structural relationships 
between these factors in the presence of moderators. Additionally, this research 
should act as a guide for mobile telecommunication businesses to help them better 
meet customers’ requirements, which may eventually lead to an increase in mobile 
companies’ overall sales revenue. Consequently, this research may improve the 
current parameters to measure customer satisfaction and customer loyalty among 
mobile service provider companies. 
The results of the quantitative analysis must be understood within the limitations of 
this study. The sampling population for this research consisted only of Australian 
mobile telecommunications customers. Moreover, the author of this thesis 
acknowledges the limitation of limited access to mobile telecommunications 
companies. Further, implementation of a qualitative research methodology would 
improve the moderating results. Finally, the population comprised only a subset of all 
Australian customers; thus, the findings from this research may not be generalisable 
to all mobile telecommunications users. 
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Chapter 1: Introduction 
1.1 Overview of Chapter 1 
Customer loyalty holds great importance in service industries (Caruana 2002; Rai & 
Srivastava 2012) and is viewed as a strong factor in the relationship between an 
individual’s relative attitude and repeat patronage. Customers are experiencing digital 
presence through mobile and wearable internet technologies that allow them to 
connect with emerging and new technologies (Doorey et al. 2017). Currently, 
customers are highly connected with these technologies, which can deliver mobile and 
data services, relevant communication through geo-locations, banking information, 
health services and behaviour monitoring. The technology has evolved over time and 
service providers are undertaking network upgrades. There is furious competition 
among service providers to attain greater market share, meet customers’ requirements 
and acquire new customers. 
In Australia, an independent body—the Telecommunications Industry Ombudsman 
(TIO)—focuses on resolving customer complaints related to network services, 
customer service, billing and contracts. The TIO (2017) found that 158,016 mobile 
phone and internet complaints were received by the Ombudsman. According to 
telecommunications industry reports, customers are making complaints about network 
services, network quality, contracts, customer service and billing issues (TIO 2014). 
Service quality affects customer satisfaction and loyalty (Bhatti et al. 2016b). Customer 
satisfaction is measured by a tool called the Net Promoter Score (NPS) in the mobile 
telecommunications service industry. The TIO has reported that the NPS, which is 
used to measure customer satisfaction for many service providers, has dropped 
dramatically, with a substantial increase in customer service complaints (TIO 2019). 
Thus, this study sought to evaluate the antecedents that can influence customer 
loyalty in the mobile telecommunications sector. 
Australian mobile telecommunications service providers deliver mobile, internet and 
data services to customers residing in different states and regions of the Australian 
mainland and islands. The mobile telecommunications sector has demonstrated 
enormous growth in the past and is expected to continue growing, driven by improved 
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broadband services and higher penetration in regional cities. The mobile 
telecommunications sector has greatly affected Australia’s socioeconomic growth, 
while effectively narrowing the metro and regional digital divide.The mobile data 
services help in using a mobile application such as health care services, mobile 
banking, transport services, airport car parking and education services. In addition, 
banking applications help to use the mobile transaction and, through Google and other 
applications, payments can be made using mobile phone products and services. The 
government’s liberal policies have aided in the rapid growth of the mobile 
telecommunications and broadband services sector. The Australian mobile 
telecommunications sector is considered the most competitive because of the intense 
price, product and service competition among various service providers as a result of 
low switching costs and low price deals, which lead to high customer movement rates 
from one service provider to another (Saroha & Diwan 2019). This trend has led mobile 
telecommunications service providers to accept that maintaining customer loyalty 
plays an essential role in retaining customers and increasing business revenue and 
market share. Therefore, this study investigated the factors that affect customer loyalty 
in mobile telecommunications products and services in Australia. 
The theoretical framework for this study was based on the unified theory of acceptance 
and use of technology (UTAUT2) and marketing-mix theory. The identified factors 
were derived from a literature review and included customer experience, customer 
satisfaction, effort expectancy, performance expectancy, facilitating conditions, social 
influence, price value, habit and hedonic motivation (Brown & Venkatesh 2005; 
Escobar-Rodríguez & Carvajal-Trujillo 2013, 2014; Venkatesh et al. 2003; Venkatesh 
et al. 2012; Wirtz et al. 2006). Nowadays, business models are rapidly adopting the 
strategy of encompassing new technologies, with behavioural marketing and analytics 
reaching new stages of sophistication (Doorey et al. 2017). This study’s research 
instrument was developed with 65 items. The online survey was conducted with 364 
respondents. The analysis for this study was undertaken with SmartPLS version 3.0 
using partial least squares path modelling (PLS-PM). This research will offer future 
directions to businesses and researchers, and will help form a theoretical model that 
can be implemented in service industries. 
Economic growth has increased the numbers of mobile telecommunications 
customers and encouraged service companies to launch new services in recent years. 
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Changes in technology and the arrival of new technology compatible handsets in the 
market have driven mobile companies to introduce innovative and competitive 
services. Customers place a high value on service quality, experience and satisfaction. 
Thus, this study explored the effects of the key factors in customer repurchase 
behaviour in the Australian mobile service industry. Customer satisfaction, customer 
intention and customer experience have long attracted researchers’ attention because 
of their primary influence on customer post-purchase behaviour, such as repurchase 
behaviour (Kuo & Yang 2011). However, in previous studies, customer repurchase 
behaviour was not investigated alongside marketing mix, customer experience, habit 
and hedonic motivation. Further, satisfaction and retention have been well 
investigated, yet other factors—such as marketing mix, product price, customer 
experience, habit, hedonic motivation, effort expectancy, performance expectancy, 
facilitating conditions and social influence—have been less investigated. Using the 
UTAUT2 model, Venkatesh et al. (2012) empirically tested the relationship between 
user behaviour and behavioural intention; however, factors such as customer 
satisfaction and customer experience were not investigated in this framework. 
Park and Kim (2003) investigated online shopping attributes for repurchasing services. 
Further, they discussed that customers tend to engage in relational behaviours to 
acquire a more cognitive approach in their decisions for repurchasing a service. 
Moreover, this behaviour helps reduce the perceived risks associated with future 
adoptions (Sheth & Parvatiyar 1995). Additionally, it is further argued that the 
availability of information is crucial for making a purchasing decision (Wolfinbarger & 
Gilly 2001). Therefore, the availability of information on products and services is 
important, while ease and personalisation during service provisioning help retain 
customers. Francken (1983) argued that customer buying decisions for a product or 
service discreetly depend on three factors: category (generic choice), product/service 
class (model choice) and brand (specific choice). Thus, marketing-mix factors—such 
as product or service orientation and facilitating conditions, including availability of 
information—are considered very important for measuring customer behavioural 
intention. 
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1.1.1 Telecommunications in Australia 
Service quality affects customer satisfaction and behavioural intention (i.e., customer 
repurchase intention and customer loyalty). Higher complaint rates in 
telecommunications annual reports have revealed that there are service quality issues 
in this sector in Australia. The current complaints trend, as presented in Figure 1.2, 
may affect mobile customers and service providers’ businesses (TIO 2019), as 
customer’s complaining behaviour affects customer repurchase behaviour (Davidow 
2003; Francken 1983; Karatepe 2006). According to Morgan (2014), there are 16 
million mobile phone customers in Australia. Figure 1.1 displays the percentage of 
mobile customers using phone services. Moreover, the Australian Communication 
Media Authority (ACMA) reports (ACMA 2012-2013) provide statistical information 
related to the market share of mobile telecommunications operators, indicating that 
Telstra is the market leader, with 40 per cent of market share, followed by Optus (24.8 
per cent) and Vodafone Hutchison Australia (20.9 per cent). The rest of the market 
share is held by mobile virtual network operators, such as Virgin Mobile owned by 
Optus (5.4 per cent). Based on market share, it is possible to gain a raw idea of the 
product value of each company and their profit margin. Therefore, these statistics 
indicate the user base of mobile telecommunications service customers in Australia. 
As per the ACMA report, there were approximately 33.64 million active mobile voice 
and data services in Australia as of June 2017, representing a growth of 3.2 per cent 
compared with the previous year (Spencer 2017). Moreover, according to the report 
by Spencer (2017), around 6.67 million Australian adults were using mobiles only for 
phone services, representing 36 per cent of the country’s total, which was up from 31 
per cent in 2016. Therefore, the increase of mobile-only phone users is also likely to 
drive up mobile-based internet usage, resulting in a high mobile internet customer 
base. This situation may trigger network and technology expansion at the service 
provider end. 
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Figure 1.1 Percentage of Consumer Mobile Phone Services Operating in Australia (Morgan 
2014, p. 1) 
Figure 1.2 displays telecommunication complaints by service, such as mobile internet, 
mobile and landline services. The categories in the complaints were related to 
customer service, payment for a service, service delivery and establishing service. 
The issues were related to no or delayed action by the service provider, slow data 
speed, service drop outs, no mobile phone service, intermittent connection and delays 
in establishing service. The role of the TIO is to examine customers’ experience of an 
ongoing service or changing their service, and conduct independent investigations to 
provide a resolution. The TIO regularly reports complaint issues to mobile phone and 
internet providers so they can improve their services. The TIO report TIO (2019) 
provides information and analysis to the government and regulators to focus on 
systemic issues and help build policy. Figure 1.2 indicates the percentage of 
telecommunication complaints such as 32.6 per cent of internet and 30.3 per cent 
mobile complaints, and 23.2 per cent of other multiple service complaints. The 
horizontal axis of the Figure 1.2 indicates the total number of complaints received by 
TIO. Therefore, the TIO reports provide an insight into customers’ issues related to 
networks, performance, voice and data services, billing, contracts, customer care and 
connectivity issues. The main purpose of the TIO reports is to provide an insight 
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related to consumers, which helps customers select which service provider can give 
them the best deal through direct receipt of their usage data. 
 
Figure 1.2 Percentage of Telecommunications Complaints by Service (TIO 2019) 
Technology has evolved in the telecommunications industry over time and is still 
changing and advancing every year. To meet business needs, telecommunications 
service providers are conducting network service roll-outs for expansion and upgrades 
to fulfil business needs. The rationale for this research is discussed from a theoretical 
and practical perspective. Service quality issues have been analysed in the TIO (2012) 
annual report. The telecommunication report (TIO 2011) states that the service quality 
of many telecommunications operators is very poor, based on the high number of 
complaints. Service providers are undertaking service upgrades and expansions to 
meet the market challenges. However, providers need to offer better data services; 
thus, technology upgrades are being undertaken to move from Third Generation (3G) 
to Fourth Generation (4G) mobile technology. Providers must upgrade services from 
3G to 4G mobile networks to provide faster data services. However, during the roll-out 
of network and services, lack of proper planning leads to poor customer service 
(Connelly 2012; Hopewell 2014; Taylor 2013), which can contribute to poor voice and 
data services. The Telecommunication Industry Ombudsman (TIO) invoiced Telstra 
for AU$15,273,136 during 2013 for complaint handling fees, and Big Pond was 
charged an additional AU$3,039,847 for complaint handling fees (TIO 2013). Optus 
was invoiced a total of AU$4,084,414 in complaint handling fees, while AAPT was 
invoiced AU$563,547 and iiNet was invoiced just AU$137,906 (TIO 2010). Vodafone 
Hutchison Australia reported that 216,000 customers left the network in the first three 
months of 2013 (Taylor 2013). Similarly, Optus had 9.59 million mobile customers in 
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March 2013, yet this number dropped by 160,000 to 9.43 million in March 2014 
(Sullivan 2014). Lewis (2017) reported that, as of 31 March 2017, Telstra’s overall 
market share was 41.4 per cent. Moreover, Telstra’s post-paid market share increased 
by two percentage points to a total of 42.8 per cent, although Telstra’s prepaid market 
share fell by 2.8 percentage points down to 38.9 per cent of the market in 2017. 
Further, Optus also expanded its market share, although very little, from 22.7 per cent 
to 22.8 per cent of the total mobile market share, as both prepaid and post-paid  
increased by 0.5 percentage points. According to Lewis (2017), mobile virtual network 
operators (MVNOs), such as Aldi, grew by almost one percentage point to 2.7 per cent 
of the market share. In addition, the MVNO Boost increased to hold 0.9 per cent of the 
total market share. Other MVNOs grew by a percentage point to constitute 6.2 per 
cent of the total Australian mobile market. 
The competitive pressure has compelled service providers to rollout the mobile 
telecommunication network at an accelerated pace. Several factors can lead to poor 
service quality, and one of them is speedy implementation. There are some other 
factors such as network rollout which increase market share and absence of detailing 
in technical, administrative and financial plans (Bhatti et al. 2016b). The TIO reports 
TIO (2011, 2012) have shown a substantial amount of evidence regarding service 
quality issues, which include a large number of customer complaints and customer 
service issues. Hence, the TIO reports can help indicate the difference between 
customer expectations and service provider performance. According to the TIO reports 
TIO (2012, 2013), the most prominent complaints comprise network faults, including 
voice calls, and data and billing issues, which encompass 52 per cent of complaints. 
The remaining 48 per cent of complaints are related to contract issues and value-
added services. 
Telecommunications companies are under enormous pressure to provide better 
quality services to end users. The telecommunications industry occupies a unique 
space because of its competitiveness in the market. The industry reports suggest that 
mobile service customers are dissatisfied because of poor mobile products and 
services (Dhamdhere 2016). Australian mobile telecommunications service providers 
face cutthroat competition. According to the Australian Bureau of Statistics (2018a), 
as of 30 June 2018, there were approximately 27.0 million mobile handset subscribers 
in Australia. This was an expansion of 1.1 per cent since December 2017. Moreover, 
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the volume of data downloaded using mobile handsets for the three months ending 30 
June 2018 was 246,765 terabytes in Australia (Australian Bureau of Statistics 2018a). 
Globalisation has paved the way for the expanding use of mobile telecommunications 
products and services in Australia. Telecommunications companies are adapting and 
converging their network services into a new era of robust growth in the global market 
for internet, data, broadband and voice services. Around 17 to 20 million subscribers 
sign up with a new mobile service provider every year, switching from their current 
service provider to another service provider (TIO 2017). This means there is a 
significant issue with telecommunications customer loyalty, given the competitive 
market (Dhamdhere 2016). Customers switch to other service providers if their 
provider does not provide a competitive and high-quality service (Crow 2017). 
According to Doorey et al. (2017), the use of mobile services, such as mobile 
applications, has increased by 49 per cent over the past few years. In addition, the 
increase in the customer base has contributed 77 per cent of the total growth of mobile 
services usage in Australia. Market trends are volatile and continue changing with the 
passage of time and changes in technology. Thus, it is highly challengeable due to 
rapid technology changes for mobile service providers and it is recommended that 
service providers keep their mobile products and services up to date. A recent 
example of mobile phone company such as Nokia phones market share disappeared 
from mobile telecommunication market, as Nokia did not focus on the technological 
challenges, product innovation and customer demands. Thus, the Nokia mobile with 
a better understanding of customer satisfaction 14 years ago may not be relevant 
today due to technology evolution (Crow 2017).  
To measure customer satisfaction, the NPS tool is widely used in the industry. This 
tool measures customer satisfaction based on customers’ responses to simple 
questions. However, a drawback of this tool is that it does not consider how customers’ 
experiences and expectations change with technology change and new service 
interactions (Crow 2017). Recently, Telstra Australia conducted an NPS survey with 
30,000 respondents (Sas 2018). Through this NPS survey, Telstra improved the 
business decision process and implemented customers’ suggestions, which resulted 
in increased customer satisfaction results. Recently, Telstra also reached an 
agreement with the Australian Competition and Consumer Commission to 
compensate around 42,000 customers who were unsatisfied with their National 
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Broadband Network (NBN) plans (Donnelly 2017). Moreover, telecommunications 
service provider Optus has agreed to compensate unconvinced NBN users. Optus has 
also confirmed that it will provide solutions to NBN subscribers and promised a high-
speed rate (Donnelly 2017). Factors other than customer satisfaction are also 
antecedents of customer loyalty, such as customer experience, facilitating conditions, 
effort expectancy, performance expectancy, social influence, habit and price value 
(Dwivedi et al. 2017; Hoque & Sorwar 2017; KIT 2014). Therefore, while the NPS 
gauges customer satisfaction, there is a need to measure other aspects of customer 
service, such as experience, performance and effort expectancy, social influence, 
habit and price value. All these factors play a vital role in customer behavioural 
intention regarding whether to continue purchasing mobile telecommunications 
products and services or discontinue use of a particular product or service (Slade et 
al. 2015; Williams et al. 2015). 
1.1.2 Customer Behavioural Intention and Loyalty 
Van Vaerenbergh et al. (2014) argued that service failure affects customer behavioural 
intention, including customer retention, intention to recommend services to others, 
intention to stay loyal and attitude. Further, previous studies have discussed that, 
whenever there is a fault or service failure, there will be a reduction in customer 
retention (Chang & Chang 2010; Ha & Jang 2009; Hess 2008; Hess et al. 2007; 
Surachartkumtonkun et al. 2013; Wang et al. 2011; Zhu et al. 2013).  
Poor and degraded service affects customers’ decision to make a complaint (Hess 
2008). Service quality will also affect factors such as attitude, which help retain 
customers and influence their intention to complain (Van Vaerenbergh et al. 2014). 
Further, service quality has a direct effect on customer satisfaction (Zhao et al. 2012). 
Zhou and Lu (2011) discussed the relationship between customer satisfaction and 
switching barriers, but it is unclear from previous studies how satisfaction actually 
helps maintain customer retention and loyalty. Customer loyalty has been discussed 
as a multidimensional construct that can directly affect customer repurchase behaviour 
(Ranaweera 2007). Switching barriers are the factors that make it difficult for a 
customer to change service providers (Jones et al. 2000). Casalo et al. (2007) 
examined trust and customer retention relationship; however, it is necessary to 
determine the effect of certain factors (such as customer satisfaction and customer 
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experience) on customer loyalty, which is the attitudinal perspective of behavioural 
intention. Zhou and Lu (2011) further discussed that switching barriers help stop 
customers from switching, which allows service providers some time to recover from 
a service failure and regain customer confidence, service assurance and customer 
satisfaction (Zhou & Lu 2011). Customer retention is explained as customers’ 
behavioural intention to repurchase a particular service from a service provider 
(Morgan & Hunt 1994). Therefore, this research aimed to explore research 
opportunities and new knowledge by focusing on the customer attitudinal perspective, 
which indicates customer loyalty, and the factors that directly or indirectly influence 
behavioural intention to remain loyal to a mobile service provider in the mobile 
telecommunications sector. 
Customer loyalty plays a key role in the mobile telecommunications sector. The 
evolution of advanced mobile network technologies and intense market competition 
has rendered the mobile telecommunications sector an incredibly challenging industry 
(Saroha & Diwan 2019). The current research on customer loyalty has special 
implications in the context of the mobile telecommunications products and services 
sector, which is categorised by strong competition and numerous mobile service 
providers competing for customers who enjoy a wide variety of selection to determine 
their preferred mobile product and service providers. The furious price competition 
among service providers has relaxed the customers by the introduction of low 
switching costs, which influence the frequency with which customers freely enter and 
exit the service provider network (Saroha & Diwan 2017, 2019). Moreover, it is 
becoming increasingly challenging to please existing customers, as they are 
intelligent, more price conscious, more insistent, less compassionate, and contacted 
by many marketing companies and online campaigns to offer better packages related 
to mobile services. 
Service failure in the service industry is predictable, given the human involvement in 
the service delivery process, which eventually means that service providers will 
receive complaints from angry or dissatisfied customers, in order to retain them by 
provisioning of quick recovery option (Kaur & Sharma 2015). In today’s highly 
competitive environment, negligence in customer service or service quality can lead 
to business loss, which is not affordable in terms of the cost of acquiring new 
customers. Thus, it is important to formulate proactive strategies to retain customers 
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by determining the antecedents behind customer complaining behaviour (Kaur & 
Sharma 2015). This behaviour is developed through experience or direct or indirect 
interactions with the service (Meyer & Schwager 2007). Customer experience is a term 
that comprises customer collective incident with the service provider, and it helps 
determine the durability of the relationship of a mobile service customer with their 
service provider (Islam & Rima 2013). This study sought to determine the factors that 
significantly influence customer behavioural intention to remain loyal such as customer 
loyalty in telecommunications services. 
1.2 Background and Research Problem 
Mobile telecommunications users have witnessed extraordinary growth and 
development in telecommunications technology during the past decade. The evolution 
is remarkable in terms of improving access to wireless communication, which has an 
immense effect on the lives of billions of people worldwide. This improvement has led 
to lifestyle changes among mobile users. The mobile access has not only transformed 
the ease and speed of communication via fast data technologies, but has also 
provided the potential for businesses to redefine their business strategy to connect 
with potential mobile customers. Therefore, a stable and strong mobile 
telecommunications service network has also been found to link with economic 
growth. According to a World Bank study, for every 10 per cent increase in the mobile 
user base, there is an approximate 0.8 per cent increase in gross domestic product 
(Qiang 2009). 
Mobile phone services have transformed the lives of mobile users. This transformation 
is reflected in terms of the increase in mobile service density. In addition, mobile 
phones are no longer treated merely as devices for sending or receiving messages or 
voice calls. The technology evolution of mobile devices now enables users to locate 
stores, sell and purchase products and services through online internet services, pay 
utility bills, use multiple apps, use Google Maps and many other apps as global 
positioning systems, perform banking transactions and connect users to different 
social networking apps (Hanafizadeh et al. 2014; Hsu et al. 2011; Khalifa & Ning Shen 
2008; Kleijnen et al. 2007; Kleijnen et al. 2004; Zhou 2013; Zhou & Lu 2011). 
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Telecommunications is a phenomenon that reduces human effort, and now people 
can easily communicate with each other through this technology. For any 
telecommunications business, profit margins and long-term customer relationship are 
the main goals (Islam & Rima 2013). To establish a long-term association between a 
customer and service provider, it is important to provide positive customer experiences 
and eventually create product loyalty, which leads to customer retention (Islam & Rima 
2013). Therefore, it is important for service providers to determine the needs and 
wants of their customers. However, to provide positive customer experiences, a 
company needs high-quality service, qualified employees and updated technologies 
(Allen et al. 2005). The TIO reports TIO (2011, 2012, 2013) indicate that customers 
have faced challenges regarding telecommunications, such as poor mobile network 
connections; signal thresholds; data connectivity issues; and other performance 
issues, including call drop-out, noise and network unavailability. Telecommunications 
operators struggle to increase their market share by offering new and innovative 
products without thorough research and preparation, which has resulted in poor 
quality. Service quality and customer satisfaction have a direct effect on customer 
retention (Kuo et al. 2009; Santouridis & Trivellas 2010).  
New customer acquisition is costlier than retaining existing customers (Edward & 
Sahadev 2011). Thus, an increase in business revenue is directly related to customer 
retention (Edward & Sahadev 2011; Santouridis & Trivellas 2010). Factors such as 
service quality, perceived value, trust, customer satisfaction, switching costs and 
alternative attractiveness have been linked with customer behavioural intention by 
researchers (Edward & Sahadev 2011; Kuo et al. 2009; Santouridis & Trivellas 2010; 
Sharma et al. 2000). Reichheld et al. (1989) argued that reducing the defection rate 
by five per cent will generate 85 per cent profit. In addition, more loyal customers are 
less likely to switch their service providers because of billing and pricing factors. 
Moreover, loyal customers or retained customers also tend to recommend the 
business to friends, family and social circles through positive word-of-mouth 
(Reichheld et al. 1989; Santouridis & Trivellas 2010). A service provider’s relationship 
with their customers is important in any competitive business, as it is central to the 
long-term success of corporations through positive word-of-mouth and customer 
loyalty—both attributes that are related to customer retention (Chou et al. 2014).  
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It is challenging for service providers to produce more satisfied customers because of 
competition with other providers. Service providers are facing the challenge of 
producing happy and loyal customers who will add to the provider’s long-term business 
revenue. Telecommunications companies acknowledge the fact that maintaining 
customer loyalty among their subscribers, users and present customers has an 
essential role in increasing revenue, market share and overall profit margin. Previous 
studies have found that it can cost six to 10 times more for mobile telecommunications 
service providers to acquire a new customer than to retain an existing customer 
(Saroha & Diwan 2019). Moreover, one bad customer can reduce the chances of 
acquiring eight to 10 good customers. In addition, this can change the whole customer 
base, as mobile customers can switch between competitors in a few years' time. 
Further, studies have found that the break-even cost for covering expenses related to 
acquiring a new customer can last for one year (Saroha & Diwan 2017, 2019). 
Therefore, mobile service providers need to carefully design their decision-making and 
future strategies—such as network expansion, future rollouts and new service 
ventures—so that the satisfaction of the end user is not affected by service, pricing or 
market disruption or issues. 
This study focused on customer behavioural intention to remain loyal, with the main 
emphasis on the factors influencing retention in the telecommunications industry. 
From a practical perspective, this study provides a framework that can be used by 
telecommunications managers and business units to retain customers. While many 
previous studies have focused on the direct effect of service quality, customer 
satisfaction and customer experience on customer behavioural intention (Aydin & Ozer 
2005; Chang et al. 2009; Kuo et al. 2009; Santouridis & Trivellas 2010; Zhou & Lu 
2011; Zhu et al. 2013), other factors have not been explored with adequate empirical 
and theoretical support to determine their effect on customer behavioural intention to 
remain loyal, including social influence, habit, hedonic motivation and marketing-mix 
factors (Liu et al. 2011). Similarly, the relationship between customer experience and 
customer loyalty with customer retention has not been well investigated in previous 
studies. Companies can provide superior customer service through improved 
networks and call centre services, which can result in an improved customer 
satisfaction index (Islam & Rima 2013). Further, customers can become devoted if 
companies offer someone who can understand the customer’s journey and needs. 
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Therefore, mobile companies can lead their businesses through customer experience 
(Atwal & Williams 2009). The effect of customers’ experience on customer retention 
must be determined. There has been no single study focusing on service and product 
parameters in the telecommunications sector (Anaman 2010; Maklan & Klaus 2011; 
Verma et al. 2012). 
The UTAUT2 model by Venkatesh et al. (2012) only focuses on user behaviour, but 
not customer loyalty. After reviewing many theories, the current study selected the 
UTAUT2 as appropriate for this problem because of its comprehensive coverage of 
the behavioural, technical and marketing (product price value) aspects of the problem. 
Although, this theory was originally employed to examine user adoption of information 
technology (IT), banking and health services, for this study, the UTAUT2 was modified 
for the customer loyalty context. This study helped develop a comprehensive model 
that focuses on technical service quality and customer behavioural issues, which can 
help businesses improve customer loyalty for repurchasing a mobile service. Thus, 
this study was designed to address the research issues in the literature by conducting 
empirical research using the UTAUT2 to examine customer behavioural intention to 
remain loyal to a mobile service provider. In UTAUT2 model customer experience and 
customer satisfaction are not investigated. This study has incorporated this research 
gap by the inclusion of these two factors i.e. customer experience and customer 
satisfaction in the main framework. Customer experience and customer satisfaction 
factors are important for measuring customer behavioural intention to stay loyal with 
their mobile service providers. The dependent variable for UTAUT2 was behavioural 
intention, which was conceptualised in the customer loyalty context. This study also 
examined customer satisfaction with the help of associated factors in the context of 
telecommunications mobile services in Australia. Therefore, to ensure a better fit for 
the telecommunications context, a modified UTAUT2 model was proposed to achieve 
the objectives of this research. This was based on insights obtained while reviewing 
the recent scholarly literature on customer loyalty in the information and 
communications technology (ICT) context. Two variables were added to the original 
UTAUT2: (i) customer satisfaction and (ii) customer experience. Customer experience 
and satisfaction have not been investigated in the literature in relation to the UTAUT2 
model in the context of Australian mobile telecommunications products and services 
(further details regarding the extended model are discussed in Chapter 3). 
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1.3 Research Questions and Objectives 
This research aimed to explore the factors that affect customer loyalty in the 
telecommunications sector of Australia. The main objective of this study was to 
develop a framework to investigate the factors affecting customer loyalty in the 
telecommunications service industry. To achieve this objective, several questions 
were formulated, as follows: 
1. Which factors influence customer loyalty in the Australian telecommunications 
sector? 
2. To what extent do these factors affect customer loyalty? 
3. What are the influences of age, gender and experience as moderating factors 
between the antecedents and dependent variable in the UTAUT2 model? 
The researcher considered a variety of models to answer these three research 
questions. Consequently, the UTUAT2 model alongside marketing-mix theory were 
selected as the most appropriate model that could be adjusted and applied to 
customer loyalty for mobile telecommunications products and services in Australia. 
This study included 30 hypotheses related to the research questions, which were 
suggested and derived from the UTAUT2. 
1.4 Research Significance 
This study provides empirical validation of consumer behaviours in the context of 
mobile telecommunications service repurchase and usage. In this study, the UTAUT2 
and marketing-mix theory were adapted to explain consumer response to mobile 
telecommunications services. Further, this study identified several factors that affect 
customer loyalty. This study provides an overall model for customer loyalty, alongside 
the factors that influence customer behaviour. Moreover, this study and research 
framework provide a new direction for future researchers in the field of mobile 
telecommunications business studies, while industries can apply this model in their 
businesses. Businesses can use the current findings to improve their current mode of 
Net Promoter Score (NPS). They can improve the process of measuring customer 
satisfaction and customer experience by condiering other factors discussed in this 
study. 
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1.5 Research Contributions 
The researcher of this study was motivated to adopt the UTAUT2 model with 
marketing-mix theory after a careful academic literature review. Due to the nature of 
the UTAUT2 model, adoption and modification of the model were required so that the 
theory could help explain the phenomenon of customer loyalty in the mobile 
telecommunications service context. The addition of marketing-mix theory enriched 
the concept of marketing perspectives of mobile product, place, pricing, promotion and 
services in the mobile telecommunications context. The research has explored the 
new areas of customer behaviour such as customer experience and embed the 
concepts with the customer loyalty in the context of mobile telecommunication sector 
in Australia. The UTAUT2 model is revisited and revised in order to explain the 
research gap identified in this study. 
The findings of this research will help advance understandings of mobile 
telecommunications products and services among Australian users, and are intended 
to guide service providers and telecommunications regulatory authorities in particular, 
and academics in general, to better replicate and execute a model of customer loyalty 
that is academically informed and based on mobile service customer perceptions. This 
study focused on expanding the body of knowledge on customer loyalty regarding 
mobile telecommunications products and services in Australia. Given that mobile 
products and services are continuously evolving to meet the market and customer 
needs, this research can guide service providers, regulators and government planners 
to consider the factors that help achieve successful customer satisfaction and 
customer loyalty among mobile service customers. 
This research is unique in the customer loyalty context and contributes to filling the 
gap in the literature on the evolution of mobile telecommunication products and 
services with the maintenance of customer loyalty and customer satisfaction. The 
UTAUT model is primarily used in exploratory studies concerning people’s attitudes, 
intentions and adoption. The major theoretical contribution of this study is that the 
researcher modified the UTAUT2 model to suit a customer loyalty context. This 
modified UTAUT2 model was applied to the Australian mobile telecommunications 
products and services context. The study adopted 10 main hypotheses and 20 
moderating hypotheses from the original UTUAT2 model introduced by Venkatesh et 
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al. (2012). These hypotheses were adjusted in the current study to investigate the 
revised UTAUT2 model in the mobile telecommunications context. 
The UTAUT2 model was well suited to address most of the identified gaps because 
these issues were influenced by mobile customers’ demographic properties. This 
model has 10 constructs that outline the factors that influence customers’ adoption 
practices: performance expectancy, effort expectancy, social influence, facilitating 
conditions, customer satisfaction, customer experience, product price value, habit, 
hedonic motivation and customer loyalty. Customer satisfaction and customer 
experience were added to the modified UTUAT2 model because customer satisfaction 
is believed to be one of the key components affecting customer loyalty (Van Vuuren 
et al. 2013; Yuksel et al. 2010). Additionally, the researcher considered other 
moderating factors that could help fill some theoretical gaps in the existing theory on 
customer loyalty, such as age, gender and experience (Venkatesh et al. 2016). 
1.6 Model Constructs and Hypotheses 
Through using the UTAUT2 model with marketing-mix theory, this research sought to 
build a conceptual framework for customer loyalty regarding mobile 
telecommunications products and services in Australia. The model contained three 
moderating variables—age, gender and experience—that were expected to affect the 
dependent variables. Thus, the researcher developed the theoretical framework to 
include the following proposed variables: 
• dependent variables: customer loyalty 
• independent variables: facilitating conditions, effort expectancy, social 
influence, performance expectancy, habit, hedonic motivation, customer 
satisfaction and customer experience 
• moderator variables: gender, age and experience. 
Figure 1.3 displays the research model with nine independent variables, customer 
loyalty as the dependent variable, and three moderating variables. This study 
developed 30 hypotheses relationships, and investigated the direct relationships 
between the independent variables and customer loyalty. Moreover, this study 
determined the moderating relationships from age, gender and experience (length of 
usage). 
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Figure 1.3 Modified Conceptual Framework of UTAUT with Study Hypotheses 
1.7 Thesis Structure 
The thesis has eight chapters. This initial introduction chapter has set the scene for 
the research in the context of mobile telecommunications products and services. It has 
stated the background research rationale and presented the problem statement, as 
well as the research aims, objectives, questions and potential contributions. Moreover, 
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this initial chapter has provided an outline of the numerous research hypotheses tested 
in this study. The subsequent chapters of this thesis are organised as follows. 
Chapter 2 presents a review of the existing literature on customer loyalty, behaviour 
intention with focus on attitudinal perspective such as customer loyalty, and the factors 
discussed in previous studies, including facilitating conditions, performance 
expectancy, social influence, effort expectancy, habit, hedonic motivation, customer 
satisfaction and customer experience. The chapter explores the factors affecting 
customer loyalty in mobile telecommunications. This chapter establishes the 
boundaries of behavioural intention and discusses the aspect of loyalty for this 
research. Customer satisfaction is the major factor that can lead to satisfied and happy 
customers in the mobile telecommunications sector.  
Chapter 3 presents the key theories involved in developing the UTAUT2 model for this 
study. The extended model is underpinned with the concept of marketing-mix theory. 
The chapter briefly reviews other theories and models, including the technology 
acceptance model (TAM), theory of planned behaviour (TPB), theory of reasoned 
action (TRA), diffusion of innovation theory (DOI), UTAUT, model of personal 
computer utilisation (MPCU) and motivational model (MM). This chapter explains the 
development of a theoretical framework for customer loyalty in mobile 
telecommunications services and elaborates why the UTAUT2 was chosen for this 
study. This chapter also presents the 30 hypotheses to address the research 
questions that enabled examination of the effects of the nine independent variables 
(facilitating conditions, performance expectancy, effort expectancy, social influence, 
habit, hedonic motivation, price value, customer satisfaction and customer 
experience) and three moderating variables (age, gender and experience) on the 
dependent variable (customer loyalty) in the context of mobile telecommunications 
products and services. 
Chapter 4 explains the research design. This chapter presents the research 
methodology that was selected, including the philosophical basis behind the choice of 
the research methodology. The chapter discusses an overview of the data collection 
method, sampling technique, sample size, response rate and data collection tool. It 
also introduces the quantitative analysis (PLS-PM) regression technique and explains 
the importance of ethics application and approval. 
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Chapter 5 discusses the research instrument and its development. This chapter also 
includes the pre-test, pilot study, reliability and content validity of the research 
instrument. The chapter further discusses the inter-rater reliability of the research 
instrument. Further, this chapter discusses the pilot study results and item modification 
for each item. 
Chapter 6 presents the data preparation, descriptive analysis, preliminary data 
analysis, construct reliability, discriminant validity, factor loading, path analysis and 
hypothesis testing. A PLS-PM analysis test is undertaken for hypotheses H1 to H30, 
and this chapter presents the testing of the direct relationship between the 
independent variables (facilitating conditions, performance expectancy, effort 
expectancy, social influence, habit, hedonic motivation, price value, customer 
satisfaction and customer experience) and customer loyalty. The moderating factors—
age, gender and experience—are examined to explain how they moderate the 
independent and dependent variables. 
Chapter 7 presents the discussions, findings and interpretations of the data analysis. 
The findings are examined in relation to similar studies from previous research in this 
field. However, not all hypotheses are supported by the evidence, with 13 hypotheses 
not supported by the data analysis. 
Chapter 8 presents the study conclusions and recommendations. It summarises the 
research by concluding the findings and presenting recommendations for mobile 
service providers, government regulators and general mobile telecommunications 
customers to help overcome the challenges related to mobile telecommunications 
products and services. This study also suggests future research in the same area 
using different demographic data, which could help develop customer loyalty in the 
mobile telecommunications field. 
1.8 Summary 
This chapter has discussed the research background and research rationale, which 
was the motivation to conduct this research. This research used a modified version of 
the UTAUT2 model with marketing-mix theory to investigate the factors that influence 
customer loyalty in mobile telecommunications products and services in Australia. This 
study developed the research questions with objectives in the mobile 
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telecommunications context. Additionally, this research was designed to provide 
insights into customers’ attitudes towards mobile telecommunications products and 
services, which could assist Australian mobile telecommunications service providers 
to improve and sustain mobile telecommunications services alongside the continuous 
evolution of technology. This chapter provides a brief summary of research gap 
identified for development of research framework for this study. In this study, customer 
experience and customer satisfaction were included in the research framework as 
these factors were not studied previously in UTAUT2 model. In this study some 
research boundaries were identified and behavioural intention was contexualised into 
customer loyalty. This study also aimed to broaden the theoretical basis for research 
in the area of mobile telecommunications in Australia, and support the growing 
knowledge foundation in the context of mobile telecommunications products and 
services. The next chapter presents the literature review and discusses the details of 
the independent and dependent variables in this study.   
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Chapter 2: Literature Review 
2.1 Overview of Chapter 2 
Telecommunications service providers face certain main challenges, such as long-
term maintenance of brand and service (TIO 2017). In addition, a key necessity for 
companies is to protect the subscriber base, which can only be achieved through 
customer loyalty (Amin & Afandi 2012; Amin et al. 2012; Zhou & Lu 2011). In the 
competitive telecommunications market, where there is a furious competition in 
parameters such as service, network, technology and pricing, customers’ long-term 
relationships with service providers are key to the success of the company (Gerpott et 
al. 2001). The business can generate increased revenue and profit through happy and 
loyal customers by providing steady and high-quality services (Ascarza et al. 2018). 
As stated by Gupta et al. (2004), a one per cent increase in retention rate generates 
around a five per cent increase in customer equity. Customer loyalty plays a major 
role in attracting new customers and retaining existing ones in a progressively 
competitive market (Ferguson & Brohaugh 2008). 
During the past few decades, customer acquisition was the primary focus of the 
majority of service providers. However, in the current era, the scenario has evolved. 
These days, companies focus more on retaining existing customers (Premkumar & 
Rajan 2013). Previous research has revealed that the cost incurred to retain existing 
customers is lower than that required to acquire new customers (Premkumar & Rajan 
2013). Thus, there is a need to improve the customer experience on a more personal 
basis. Additionally, incompetence in meeting customer expectations may lead to 
termination of the business relationship with the customer. Therefore, the mobile 
telecommunications products and services industry in Australia, which is very 
competitive, should devote more attention to retaining existing customers and 
acknowledging loyal customers with service incentives. As such, this research sought 
to determine the factors influencing customer loyalty. This chapter presents a literature 
review of the factors that influence customers’ behavioural intention to remain loyal, 
including customer satisfaction, customer experience, facilitating conditions, effort 
expectancy, performance expectancy, hedonic motivation, habit and price value.  
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There are many definitions of customer loyalty in the literature. This section discusses 
a few of the key and recent definitions. Nasir et al. (2014, p. 450) defined customer 
loyalty as follows: 
the ability to attract the right target market, making them buy or consume the product 
on a regular basis and in high quantities and advocating for the product enabling 
more customers to shift from the substitute product to your product is termed as 
customer loyalty. 
Customer loyalty plays an important role in attracting new customers and retaining 
existing customers in a progressively competitive market. In addition, customer loyalty 
is often described as the ability to generate repeated orders from customers and 
secure good ratings and reviews. This subsequently leads to an increase in the 
customer base of the company, as more customers move to purchase the company 
products based on word-of-mouth. Loyal customers are willing to pay higher price 
premiums for mobile products and services, as well as providing positive word-of-
mouth to others and providing long-term commitment (Ganesh et al. 2000). However, 
the term ‘customer loyalty’ is not limited to this—it also refers to a continuous approach 
or program managed by the company that aims to keep customers content so that 
they generate more business for the company. The company can guarantee maximum 
profits through happy and loyal customers by providing a firm guarantee of good-
quality products. Customer loyalty is a relatively common phenomenon in marketing 
and business studies. Of the many ways to achieve customer loyalty, a few 
approaches include offering extra data packages, gift coupons, competitively low 
interest rates, trade for better value, extended guarantees, reimbursements and other 
reward programs. The ultimate goal of service providers is to increase their customers, 
which in turn increases profitability. These approaches also help keep customers 
satisfied, so that they recommend the company to others through their positive word-
of-mouth, social influence and reviews (Davidow 2003; Hajli & Khani 2013). 
For every business that is new or established, retaining existing customers is always 
more cost-effective than attracting new customers, as existing customers not only 
ensure that the existing level of sales is achieved, but are also more responsive to 
auxiliary or supplementary products introduced by the company. Current customers 
who are loyal to the products of the company are an important factor in keeping costs 
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for new customer education and marketing below expectations. This helps generate 
and develop customer loyalty via customers’ behavioural, social influence and 
intellectual affiliation with the product, both before and after using the mobile 
telecommunications products and services. Many companies regard customer 
experience programs as an efficient tool for distinguishing themselves from 
competitors. This study highlights several variables and their effect on and relationship 
with customer loyalty. These variables can be categorised into performance 
expectancy, effort expectancy, social influence, facilitating conditions, habit, price 
value, customer satisfaction and customer experience. 
Various theories have been used to study service or product adoption and behavioural 
intention. The extant body of literature available in the field of IT/information system 
(IS) adoption has extensively presented empirical work based on the TRA (Ajzen & 
Fishbein 1977; Fishbein & Ajzen 1975; Warshaw & Davis 1985), TAM (Davis et al. 
1989), TPB (Ajzen 1991), diffusion of innovation theory (DoI) (Roger 1995) and TAM2 
(Venkatesh & Davis 2000). Moreover, these studies have been extensively used to 
understand the technology adoption process in various IS, IT and business studies 
(Benlian et al. 2011; Brown & Venkatesh 2005; Hanafizadeh et al. 2014; Hsu et al. 
2007; Pagani 2004; Thong et al. 2006). These models and theories include many 
factors—such as the participants’ demographics, the research area and the 
participants’ socioeconomic profile—which can affect the research analysis and the 
validity, robustness and predictive ability of the models. In the UTAUT, Venkatesh et 
al. (2003) presented four factors that affect behavioural intention and users’ actual 
behaviour: performance expectancy, effort expectancy, social influence and facilitating 
conditions. The UTAUT model is a combination of the eight theories mentioned above. 
Further, a revised extension UTAUT2 model was proposed by Venkatesh et al. (2012), 
which added pricing, habit and hedonic motivation factors to the original UTAUT 
model. These theories are discussed in this chapter to determine the antecedents of 
customer loyalty, which are also further discussed in this chapter. 
The underlying motivation of this study was to propose a synthesised single framework 
for customer loyalty that improved parsimony, descriptive power and predictive ability 
and overcame the basic limitations of the existing models. The UTAUT2 model only 
focuses on user behaviour and does not discuss customer satisfaction and customer 
experience, which affect customer loyalty. It is imperative to understand customer 
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loyalty towards mobile telecommunications services in an integrated framework 
through extending established IT/IS adoption theories to include the specific 
dimensions related to the inherent characteristics of mobile services. The UTAUT2 
model determines customer facilitating conditions, social influence, effort expectancy, 
performance expectancy, habit and price value in the presence of moderators such as 
age, gender, experience and voluntariness. Other theories and models—such as 
TAM, TPB and TAM2—do not cover technical or behavioural aspects at all. However, 
service, technical issues, marketing and behavioural aspects need to be considered 
to determine the factors affecting customer loyalty and provide a solution to the 
research problem. The major driver of this study was to determine the potential 
antecedents of customer loyalty towards telecommunication service providers in 
Australia. The UTUAT2 and marketing-mix theory determine behavioural intention, 
and customer loyalty is derived from behavioural intention. To understand the 
phenomenon of customer loyalty, it is important to understand the background of 
behavioural intention. Other behavioural theories do not focus on the antecedents of 
customer behavioural intention and focus primarily on business, technical services, 
customer services, revenue and marketing aspects (Roberts-Lombard 2009; Sud-on 
2014; Tsai & Huang 2007; Zhu et al. 2013). 
In the literature, behavioural intention is defined as the degree to which a person has 
formulated conscious plans to perform or not perform some specified future behaviour 
related to mobile service consumption (Warshaw & Davis 1985). The main dependent 
variable of concern for this study was customer loyalty, which is derived from 
behavioural intention. Previous studies by Abubakar and Ahmed (2013), AbuShanab 
and Pearson (2007), Mandal and McQueen (2012) and Venkatesh et al. (2012) 
statistically determined that behavioural intention is a positively significant measure of 
actual behaviour. A further study explained that increasing customer retention and 
minimising the rate of customer defections are central to the ability of a service 
provider to generate profits (Zeithaml et al. 1996). Moreover, Zeithaml et al. (1996) 
recommended that behavioural intentions are linked with the service provider’s 
capability to attain new customers. Further, this link between behavioural intention and 
service providers’ good services encourages customers to say positive things about 
the provider’s services through positive word-of-mouth (Wallin Andreassen & 
Lindestad 1998; Zins 2001). It also helps customers recommend the company to other 
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customers and remain loyal to the service provider (i.e., repurchase services). Loyalty 
also includes paying price premiums through spending more on the company products 
and services. In the literature, there is a discussion about different forms of behavioural 
intention. The past literature focused on the specific behavioural intention of customer 
retention, which is classified as repurchase intention and the willingness of existing 
customers to pay a price premium, which has a clear and significant influence on 
product and company performance (Ailawadi et al. 2003; Zeithaml et al. 1996). Bansal 
et al. (2004) discussed results that support the idea that customer engagement 
influences the intention to switch service providers, and that the psychological 
conditions underlying this commitment can differ. Therefore, to understand customer 
loyalty, research must consider these different forms of customer engagement, such 
as effort expectancy, facilitating conditions and customer experience. 
Keh and Xie (2009) argued that a customer with high purchase intentions and 
willingness to pay a price premium is expected to stay longer with a service provider. 
Moreover, such customers have lower sensitivity to price changes (Saroha & Diwan 
2019). In general, researchers have identified the crucial role of price as a favourable 
characteristic of customer retention, as well as a significant agent to firm revenue 
(Bendixen et al. 2004; Kumar et al. 2003). After the post-purchase and usage of the 
product, the consumer will evaluate the performance of the product (Assael 2005). In 
post-use experience, consumers experience a sense of either satisfaction or 
dissatisfaction (Mahapatra et al. 2010). The development of an attitude towards 
purchasing is based on prior service encounters. Albarracin and Wyer (2000) argued 
with empirical evidence that repeat purchase is partially the result of cognitive action 
that influences participants’ cognitions about specific behavioural consequences and 
the attitude based on these cognitions. Additionally, customers who do not have prior 
encounters form an attitude through feedback about past behaviour from other 
customers (Saroha & Diwan 2019). Product or service feedback has a direct effect on 
participants’ attitudes and eventual behavioural decisions, which are independent of 
consequence-specific cognitions. It is commonly observed that people who have 
behaved in a specific way at one point in time are likely to repeat this behaviour 
(Bentler & Speckart 1981; Budd et al. 1984; Mittal 1988; Ouellette & Wood 1998), 
although, practically speaking, there are many exclusions to this general rule. For 
example, the behaviour is unlikely to be repeated if the results of performing it the first 
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time were catastrophic (Skinner 1953). Additionally, Liska (1984) argued that there 
can be situational factors that did not exist when the behaviour was first performed, 
which may prevent its repetition. However, generally, a customer’s past actions are 
often a good forecaster of their future behaviour (Albarracin & Wyer 2000; Bentler & 
Speckart 1981). 
Customers usually undergo a thought process and make a decision based on that 
cognitive decision-making process (Colgate & Lang 2001). Further, customers decide 
whether to stay or leave the service. It has been empirically found that an attitude is 
developed based on previous customer experiences (Oliver 1997), which help develop 
a sense of either like or dislike. Ryu et al. (2008) discussed that this type of attitude is 
strongly related to customers’ intentions to repeat the service or product and be 
engaged in word-of-mouth behaviours. Therefore, customer loyalty and customer 
repurchase behaviour are linked, as identified in the business and marketing literature 
(Ranaweera 2007). 
Competition among national and multinational companies for better services is a 
challenge worldwide. Many service providers have a firm focus on better service 
quality and excellent service delivery, which helps them acquire and retain loyal and 
profitable customers. Chan et al. (2001) conducted a study in financial services that 
indicated that an increase in customer retention by five per cent could result in 25 to 
75 per cent company profit. Customer retention indicates the repurchasing intention 
of a customer for a particular service from a service provider (Morgan & Hunt 1994). 
Many studies have examined customer loyalty as a measure of customers’ attitudinal 
intention to remain loyal to a service provider, specifically in the context of customer 
satisfaction, switching barriers and switching costs (Edward & Sahadev 2011; Gerpott 
et al. 2001; Jones et al. 2000). Customer retention has been discussed as a factor that 
helps service providers maintain the business relationship between supplier and 
customer (Gerpott et al. 2001). The customer retention is further addressed in different 
ways. The first one is discussed as the customer’s extension of the contract with the 
service provider over a period (Gerpott et al. 2001). The second one is emphasised 
as the intention of the customer to repurchase the service in the future from the service 
provider. Moreover, customer retention also refers to customers who refrain from 
terminating or leaving a contract (Gerpott et al. 2001). Customers who wish to continue 
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their service with the same service provider because of pleasant experiences and 
cognitive associations become more loyal with the passage of time. 
An important factor in customer loyalty and customer repurchase intention is customer 
satisfaction (Cronin  et al. 2000; Cronin & Taylor 1992). However, previous studies 
have argued that satisfaction is not the only factor affecting customer behavioural 
intention (Fornell 1992; Jones et al. 2000). Jones et al. (2000) and Zhou and Lu (2011) 
found that other factors affect behavioural intention, such as price value, social 
influence and switching barriers, including switching costs. In previous studies, these 
factors were not studied from a customer loyalty perspective; thus, there is a need to 
explore other factors associated with customer loyalty—such as customer experience, 
hedonic motivation, habit, effort expectancy, performance expectancy, facilitating 
conditions and social influence—to resolve their identified research opportunities. 
Customer purchase behaviour is the best way to know about customer repurchase 
intention, as customer repurchase intention can be measured by the number of a 
customer’s repeat purchases (Santouridis & Trivellas 2010). However, customer 
loyalty is assumed to be an unspecified purchase occurrence over a specific period 
(Egan 2008). Nevertheless, it is not easy to gauge loyalty because of the involvement 
of many behavioural and attitudinal-related issues. Baker et al. (2000) argued that 
customer loyalty is a committed behaviour. It was further defined by Backman and 
Crompton (1991) as the biased use of a selected program or resource. In previous 
literature, loyalty was emphasised by two different aspects—attitudinal and 
behavioural factors (Lin & Wang 2006). Loyalty has been observed from the attitudinal 
perspective that there is a psychological involvement and customer’s preference in 
using the products and services (Santouridis & Trivellas 2010). Researchers have 
used both attitudinal and behavioural measures to gauge customer loyalty (Jones et 
al. 2000; Yang & Peterson 2004; Zeithaml 2000). Loyalty is assessed by two critical 
components—behaviour and attitude (Baker et al. 2000). Behaviour is a tendency 
towards repeat purchases, which alone is not considered an appropriate measure of 
loyalty (Baker et al. 2000). Attitudinal measures indicate the strength of affection 
towards a program or facility. In addition, loyalty is defined as customer desire to 
continue a relationship with a service provider (Kenett & Salini 2011). From the 
behavioural perspective, it is seen as the frequency of repeated purchases (Cronin & 
Taylor 1992; Jones et al. 2000; Santouridis & Trivellas 2010). Retaining customers 
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make it very hard for competitors to increase their market share, and loyal customers 
often recommend their service provider’s services to new customers (Van Vuuren et 
al. 2013). Loyal and retained customers have strong bonding to network mobile 
service operators. In a telecommunications study, Gerpott et al. (2001) discussed that 
customer retention is higher if customer loyalty is higher. Therefore, customer loyalty 
is crucial for business survival in a competitive market. 
Very little attention has been devoted to social influence, product price value and 
switching barriers, including time and bundle packages offered by service providers. 
In most studies, customer retention has been examined in relation to customer 
satisfaction and service quality (Yang & Peterson 2004), while factors such as 
customer experience, habit and marketing mix (such as product, price, promotion, 
facility and location) have received relatively little attention (Edward & Sahadev 2011; 
Zhou 2013; Zhou & Lu 2011). The empirical and theoretical focus has instead been 
on service quality and customer satisfaction. Numerous studies support the 
importance of customer satisfaction for retention and continuous usage (Ascarza et al. 
2018; Bhatti et al. 2016a; Edward & Sahadev 2011; Ranaweera & Neely 2003; 
Ranaweera & Prabhu 2003; Tsai & Huang 2007; Zhou 2013; Zhou & Lu 2011). 
However, there is a need to determine how other factors, such as customer 
satisfaction, are developed by customer experience to maintain customer loyalty 
(Anaman 2010). The relationship between these variables often indicates variability; 
thus, there is a need to investigate the other factors that can influence customer 
behavioural intention from an attitudinal perspective, such as customer loyalty, product 
price value and facilitating conditions related to customer loyalty. The factors that 
directly or indirectly affect customer loyalty are discussed below. Previous studies 
have considered service quality a primary factor that affects customer retention and 
loyalty (Aydin & Ozer 2005; Aydin et al. 2005; Edward & Sahadev 2011; Haynes et al. 
1995). To discuss the customer cognitive association with products and services, it is 
necessary to understand the phenomenon of customer loyalty, which was the main 
dependent variable for this study. The below section presents further detail on each 
dependent and independent variable. 
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2.2 Research Constructs 
This section presents a literature review for all the independent and dependent 
variables, and discusses the moderating factors. New customer acquisition is costlier 
than retaining existing customers (Edward & Sahadev 2011). Thus, increase in 
business revenue is directly related to customer loyalty and customer repurchase 
behaviour (Edward & Sahadev 2011; Santouridis & Trivellas 2010). The current 
researcher limited the scope of this study by providing a research boundary that 
focused on the customer loyalty perspective. Hence, for this study, the theoretical 
framework focused on the attitudinal perspective of behavioural intention (customer 
loyalty) by setting a boundary for this research. Customer loyalty is derived from 
behavioural intention; therefore, this study’s main focus was the loyalty aspect of 
behavioural intention. The following section discusses customer loyalty, which derives 
from behavioural intention. It is important to discuss what behavioural intention is and 
how it links with customer loyalty. Behavioural intention is not directly related to this 
study model; however, it is necessary to discuss how customer loyalty is linked with 
behavioural intention. 
2.2.1 Customer Loyalty (CL) 
In the previous literature, loyalty has been discussed in different ways. There are three 
broad classifications of customer loyalty: the behavioural approach, the attitudinal 
approach and the integrated approach (Oh 1995). Long-term relationships with any 
service provider are developed over a period. Likewise, customers’ longing for long-
term commitment is often deemed as customer loyalty because loyal customers are 
those who purchase services or goods from the company from time to time (Isoraite 
2016). Similarly, loyalty can act as an agent to drive customer desire, customer 
willingness to remain a consistent customer for a long period, customers’ purchase 
and use of the goods of the preferred company, and customer endorsement of the 
company to friends and colleagues (Isoraite 2016). Further, loyalty can be seen as a 
multidimensional phenomenon, covering behavioural and positional mechanisms, 
where the positional aspect reflects customers’ approach to a business or company, 
while the behavioural aspect considers customers’ frequent and steady shopping, 
purchase quantity, purchase size, purchase variety and convenience (Isoraite 2016; 
Nasir et al. 2014).  
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In any business market, customers are an essential element for a successful business; 
thus, there is a need to understand what the term ‘customer’ means. According to the 
Australian Market Association Business Dictionary (Bennett 1995), a customer is 
defined as ‘[a] party that receives or consumes products and has the ability to choose 
between different products and suppliers’. Moreover, there are two types of 
customers—individuals and businesses—who spend their money and time on 
products and services from firms that meet their needs. The goal of every business is 
to attract such customers with products and services because customers generate 
demand and spend money on products and services. Likewise, if customers are happy 
with the company’s goods and services, then there is a good chance that the 
customers will purchase the products and services again (Bhatti et al. 2017b; Van 
Vuuren et al. 2013; Yang & Peterson 2004; Yuksel et al. 2010). Loyal customers 
represent a company’s satisfied customers because they repurchase from the same 
company over a long period. 
Customer loyalty is crucial to sustaining any business, yet it is a challenging task for 
telecommunications service providers to successfully retain profitable customers 
(Saroha & Diwan 2019). Business growth and success depend on loyal customers; 
thus, the key to any business success is to prioritise the needs of customers by 
implementing effective retention strategies. Customer loyalty can guide various 
stakeholders in the company in formulating customer retention schemes (Saroha & 
Diwan 2017, 2019). Customer satisfaction is a vital element of every business to 
elevate and produce loyal customers (Fernandes & Solimun 2018). Consequently, 
customer requirements should be the primary concern of every business. In this 
advanced technological era of the twenty-first century, many companies are becoming 
well equipped and well established with customer care requirements to compete with 
each other for sustainability in the business market. In this competitive environment, if 
a business can succeed by providing outstanding services or products for a 
reasonable price, then that business has a greater chance of success (Achour et al. 
2011; Ahmad et al. 2015). Further, the business will have a high volume of customers, 
as well as a positive name and reputation (Saroha & Diwan 2019). The integrated 
approach for customer loyalty contains both attitudinal and behavioural strategies. In 
this study, the primary focus was only the attitudinal approach. Table 2.1 presents 
some key definitions of customer loyalty from the literature. 
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Table 2.1 Loyalty Definitions in the Literature 
Customer Loyalty Definition and Concepts References 
Loyalty can be portrayed as a customer’s disposition to continue buying 
from a firm over the long term, and recommending its products and 
services to friends. 
(Lovelock & Wirtz 2004) 
In the light of commitment as, loyalty is taken as true loyalty rather than 
repeated buying behaviour, which is the actual repurchasing of a brand, 
regardless of commitment. 
(Bloemer & Kasper 1995) 
Loyalty is described as the extent to which a customer exhibits repeated 
purchasing behaviour from a service provider, possesses a positive 
attitudinal outlook towards the provider and considers only this provider 
when a need for this service arises. 
(Gremler & Brown 1996) 
Loyalty signifies a customer’s commitment or affinity to a brand, store, 
manufacturer, service provider or other entity based on favourable 
attitudes and behavioural responses, such as repeat purchase. 
(Zikmund et al. 2003) 
Loyalty is often observed as a strategy that generates mutual rewards to 
benefit the businesses, as well as customers. 
(Reichheld & Detrick 
2003) 
Loyalty can be articulated as a customer’s intention or predisposition to 
repurchase from the same firm again. 
(Edvardsson et al. 2000) 
Loyalty signifies repeated purchases, and discussing the company with 
others. 
(Heskett et al. 1994) 
Loyalty is defined as repeat purchase frequency or relative volume of 
same brand purchasing. 
(Tellis 1988) 
Loyalty has been defined from the attitudinal perspective as well. 
Attitudinal loyalty includes cognitive, affective and conative aspects. 
(Oliver 1997) 
Customer loyalty is defined as ‘a deeply held commitment to rebuy or re-
patronise a preferred product or service consistently in the future, 
despite situational influences and marketing efforts having the potential 
to cause switching behaviour’. 
(Oliver 1997, p. 392) 
Customer loyalty is a buyer’s affection or deep association with a 
product, facility, image or company. 
(Oliver 1999) 
Loyalty is related to the concept of relationship commitment, which can 
be expressed as a sustaining desire to be in a valued connection. 
(Morgan & Hunt 1994) 
Loyalty refers to the mindset of customers who have favourable 
approaches concerning the company, promises to purchase the 
company’s product/service frequently, and a desire to endorse the 
products and services to others. 
(Pearson 1994) 
Customer loyalty is a process that consumers may exhibit towards 
brands, services, stores, product categories (e.g., cigarettes) and 
activities (e.g., swimming).  
(Uncles et al. 2003) 
In the business framework, customer loyalty is the customer’s pledge to 
do business with a particular organisation, which results in repeat 
purchases of the goods and services of that organisation. 
(Bose & Rao 2011) 
The basic viewpoints of relationship marketing are based on the 
postulation that company–customer interactions and strategies can earn 
and keep the loyalty of customers. 
(Rizan et al. 2014) 
Customer loyalty has been supposed to be a behavioural concept 
involving repeat buying of products or services, measured as the 
sequence or share of purchases or recommendations, the extent of the 
relationship, or all the above blended together. 
(Rai & Medha 2013) 
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Initial views of brand loyalty focused on repeat purchase behaviour. For 
example, based on the purchase patterns of consumers, George (1952) 
classified loyalty into four categories: (i) undivided loyalty, (ii) divided 
loyalty, (iii) unstable loyalty and (iv) no loyalty.  
(Srinivasan et al. 2002) 
Three popular phenomena of loyalty exist: loyalty as an attitude that 
leads to a relationship with a brand; loyalty articulated mainly in terms of 
revealed behaviour; and buying moderated by the individual’s features, 
circumstances and/or purchase situation. 
(Blut et al. 2007) 
Customer loyalty in the marketing literature has been mentioned as a 
necessary or requisite action or element, condition or component of an 
actual business strategy.  
(Haghkhah et al. 2013) 
Loyalty is measured to be a source of competitive advantage that has 
been proven to have an appropriate effect on company performance.  
(Woodruff & Gardial 
1996) 
Table 2.1 discusses the definitions of customer loyalty, which focus on the attitudinal 
perspective; repurchasing products and services; customers’ long-term commitment; 
positive word-of-mouth endorsement through recommendations to friends, family and 
social networks; and customers’ desire to undertake business with the same service 
provider. 
Oliver (1999), Szczepańska and Gawron (2011) and Saroha and Diwan (2019) 
discussed four phases of loyalty development, as mentioned below. These phases 
indicate different stages in the development of customer loyalty. The current study 
focused on all four stages: 
● First, loyalty in the cognitive phase is entirely based on either prior knowledge 
or experience-based information about a brand. 
● Second, loyalty in the effective phase is a liking or attitude towards a brand. 
Moreover, loyalty is defined as cumulatively satisfying usage occasions, and 
implies feelings or association towards a brand. 
● Third, conative loyalty is defined as a customer’s behavioural intention to 
continue purchasing a product in the future. 
● The final stage of loyalty is motivational intention, which further changes into 
readiness to act. This approach of action loyalty is linked with a behavioural 
approach. 
For this study, the definition of customer loyalty was chosen from previous studies and 
modified for the telecommunications context to cover behavioural, positional and 
cognitive aspects. Customer loyalty was defined as an enthusiastic and positive 
attitude towards a particular telecommunications mobile service provider’s products or 
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services, as expressed by the intention to continue using the products or services, and 
this usage included using broadband internet, 3G and 4G services, long-term evolution 
(LTE) services, mobile apps, short message services (SMS), voice calls, product 
bundles, and post-paid and prepaid services; sharing purchase experiences with 
friends, family and social circles; and recommending that others use the company 
through word-of-mouth, including comments, recommendations and service rankings 
(Bose & Rao 2011; Mao 2010; Morgan & Hunt 1994; Newman & Werbel 1973; Oliver 
1997, 1999; Tellis 1988; Uncles et al. 2003). The definition of customer loyalty was 
adopted from past studies and contextualised based on telecommunications products 
and services in Australia. 
The service sector has been studied intensively worldwide in different fields, and the 
unique characteristics required for customer orientation have been well investigated 
in previous studies (Harris & Goode 2004; Oliver 1997, 1999; Oliver & Swan 1989; Rai 
& Srivastava 2012). The major concepts of customer loyalty, customer satisfaction, 
service quality and customer complaints have been highlighted in many past studies 
(Harris & Goode 2004; Mano & Oliver 1993; Oliver 1977, 1980, 1981, 1993; Oliver & 
Bearden 1985; Oliver, RL & DeSarbo, WS 1988; Oliver & Swan 1989; Taylor & Baker 
1994; Taylor et al. 1993). The role of customer loyalty gains more popularity when 
applied in the customer service context because of the direct human involvement 
(Fernandes & Solimun 2018). The characteristics of service durability, service 
reliability, service delivery, price value, ease of use, service performance and 
customer service enhance the integrity of the service and human relationship 
(Fernandes & Solimun 2018). Customer loyalty is critical for any business or company 
(Saroha & Diwan 2017, 2019). Given the continuous evolution of mobile technology 
services and marketing competitiveness, companies are now focusing on the 
significance of human involvement in the form of customer loyalty and retention 
(Saroha & Diwan 2019). Customer loyalty has been included as a strategic objective 
in the decision-making process because of competition from other companies (Rai & 
Srivastava 2012). Customer loyalty is seen as a source of competitive advantage 
(Bharadwaj et al. 1993). As stated by Dick and Basu (1994), customer loyalty is 
observed as a strong factor in the relationship between an individual’s relative attitude 
and repeat patronage. This association is seen as mediated by social norms and 
situational factors. Further, relative attitude is the association between an object and 
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an evaluation. Ajzen (1991) and Ajzen and Fishbein (1980) argued that the extremity 
of attitude reflects the position of the object along a quantum of favourability. 
Moreover, customer attitudes are related to customer behaviour. In this study, the 
primary focus was customer relative attitudes and cognitive and attitudinal approach, 
which indicate different approaches towards loyalty (Dick & Basu 1994). In this 
research, the determinants of customer loyalty, as highlighted and derived from 
behavioural intention, are discussed in the UTAUT2 theory (Venkatesh et al. 2012). 
The following section discusses repurchase behaviour, which is a characteristic of 
customer loyalty and is derived from behavioural intention. 
Repurchase behaviour or repeat behaviour is relationship maintenance with a product 
or service, and is measured via repurchase or continuance of service (Mittal & 
Kamakura 2001). Researchers argue that customer loyalty develops from the 
relationship between relative attitude and repeated patronage (Bloemer & Kasper 
1995; Dick & Basu 1994; Olsen 2002). Therefore, in repurchase behaviour, there is 
no cognitive association. For example, XY item is sold by both Woolworths and Coles 
supermarkets. If the item is unavailable at one Woolworths supermarket, then the 
customer will purchase it from a Coles supermarket. However, if a customer is loyal to 
Woolworths supermarket, he or she will invest effort to obtain it from another 
Woolworths supermarket. The most common assessments of loyalty are behavioural 
measures or repurchase patronage (Bahri-Ammari & Bilgihan 2019; Saroha & Diwan 
2019). 
There are many factors associated with repurchase behaviour, including a linkage 
between satisfaction and repurchase behaviour. A few empirical studies have found 
that satisfaction is related to actual repurchase behaviour (Mittal & Kamakura 2001; 
Olsen 2002). In contrast, Mittal and Kamakura (2001) argued that, under some 
conditions, satisfaction is entirely uncorrelated to repurchase behaviour because of 
high response bias. Additionally, these findings explained the role of mediators, 
moderators and methodological aspects that are more likely to influence the 
relationship between behavioural intention and repurchase behaviour (Olsen 2002). It 
has been concluded that the relationship between satisfaction and repurchase 
behaviour may vary across different products and services (Bodet 2008; Fang et al. 
2011; Jang & Noh 2011; Paulssen & Birk 2007; Tsai & Huang 2007). 
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The previous literature has discussed many determinants of repurchase behaviour 
that are common in the loyalty and repurchase behaviour literature. Chang (2014) and 
Murphy et al. (2000) elaborated that service quality and service experience can 
influence repeat purchases. Moreover, Bryant and Cha (1996) analysed customer 
experience, service quality, overall customer satisfaction, customer repurchase 
behaviour and customer loyalty through the American Consumer Satisfaction Index. 
They found that service customisation is more significant than reliability in determining 
customer satisfaction, that customer expectations play a stronger role in sectors in 
which variance in production and consumption is comparatively truncated, and that 
customer satisfaction is ultimately more quality driven than value or price driven 
(Bryant & Cha 1996). In addition, they found that the amount of variance could be 
controlled by the use of a valid and consistent scale and an interview methodology 
(Bryant & Cha 1996). Thus, product and service characteristics positively influence the 
desire to make repeat purchases.  
Satisfaction has attracted the attention of researchers because of its critical effect on 
customer repurchase behaviour. Previous research by Kuo and Yang (2011) found 
that repurchasing is central to successful business operation, since gaining new 
customers costs more than selling services to existing customers. Similarly, if a 
customer is satisfied with a particular product or service, without any complaint, and 
the customer repeats the product or service purchase, then over time the customer 
will develop satisfaction towards those products and services (Bloemer & Kasper 
1995; Fang et al. 2011). Once the customer is satisfied, there is a good chance that 
the same customer will recommend that particular service to others, and hence will 
become a loyal customer over time. 
Previous studies found a relationship between unsatisfactory purchases and customer 
complaining behaviour that prevents customers from repurchasing a product or 
service (Andreasen 1977; Day & Bodur 1978; Halstead & Page 1992). Hence, 
customer experience—including any past purchase experience and business 
interactions—can affect customer repurchase intention and repurchase behaviour. In 
contrast, positive behavioural intention can result in increased product purchases. 
However, customers who do not want to continue with a particular product or service 
have decreased repurchase intention (Kuo & Yang 2011) and may switch from the 
current service provider to another provider. 
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There is a research opportunity for the further investigation of customer attitudinal 
loyalty, which derives from behavioural intention, and its relationship testing with 
marketing-mix factors and UTAUT2 model factors impacting customer intention to stay 
loyal with their service provider (Chou et al. 2014; Paulssen & Birk 2007). Moreover, 
in mobile telecommunications services, marketing-mix factors (such as price, product, 
customer service and customer experience) and the theoretical concepts related to 
repurchasing, loyalty and post-purchasing have been less investigated in previous 
studies (Francken 1983; Mittal & Kamakura 2001; Venkatesh et al. 2012). It is 
important to develop a better understanding of the factors affecting customer loyalty 
to enable business success (Saroha & Diwan 2019), yet  minimal attention has been 
devoted to these issues. The following section provides the theoretical background of 
customer satisfaction. 
2.2.2 Customer Satisfaction (CS) 
Customer satisfaction has an immense effect on business performance. There are 
many definitions of customer satisfaction, some of which are discussed in this section. 
Kotler (2003, p. 36) defined satisfaction as ‘a person’s feeling of pleasure or 
disappointment resulting from comparing a product’s perceived performance or 
(outcome) in relation to his or her expectations’. There are different aspects of 
satisfaction that make the definition more complex, primarily because it is related to 
the complete customer experience (Oliver 1997). Customer satisfaction is also defined 
as a: 
consumer’s fulfilment response or a judgement that a product or service feature, or 
the product or service itself, provided a pleasurable level of consumption-related 
fulfilment, including the level of under-or over fulfilment (Oliver 1997, p. 11). 
In this study, the definition of customer satisfaction was modified for the 
telecommunications context and defined as the degree to which mobile business 
product or service performance aligns with the expectations of the customer. If the 
performance matches or exceeds expectation, then the customer is satisfied; if the 
performance is below par, then the customer is dissatisfied (Roberts-Lombard 2009). 
Therefore, customer satisfaction is linked to the customer’s expectations. Moreover, 
the lower the gap between the customer’s expectations and the actual service or 
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product performance, the higher the customer’s satisfaction (Hess et al. 2003; Kassim 
2006; Ozlem 2009; Udo et al. 2010).  
The customer satisfaction phenomenon is explained by expectation disconfirmation 
theory. Expectation disconfirmation theory was introduced by Oliver (1981) with a 
focus on the retail and service industry. This theory explains that customers form 
satisfaction with a service or product as a result of direct comparison between 
expectations and perceptions (Brown et al. 2008; Kim 2010; Oh 1999; Thong et al. 
2011). Service quality is a comparison of customers’ expectation and perception of the 
way a service is performed, but customer satisfaction is one step above if service 
quality condition meets than the customer will be satisfied, content and happy. 
Customer perceptions or evaluations can be directly measured on a five-point scale 
showing ‘worse than/better than expected’ (Oh 1999). The outcome perceptions are 
categorised as a psychological factor called ‘subjective disconfirmation’. Customer 
satisfaction is a direct function of subjective disconfirmation (Brown et al. 2008; Kim 
2010). The level of satisfaction is measured by the size and direction of 
disconfirmation. There is a significant influence seen on both expectations, 
perceptions and subjective disconfirmation under different circumstances (Churchill  & 
Surprenant 1982). The expectancy disconfirmation model is different from the 
SERVQUAL (service quality) model, as it explains the consumption process, while 
SERVQUAL measures the customer’s perceived service quality at a particular time, 
regardless of the process (Lee 2010; Oh 1995; Oliver 1977; Rowley 2005; Thong et 
al. 2006).  
There is an ample amount of effort required by service providers or organisations to 
maintain customer retention and a continuous cycle of service repurchase. Baumann 
et al. (2007) discussed that a customer positive attitude, empathy and overall excellent 
customer satisfaction lead consumers to recommend a company to others by using 
social networking. An affective and positive attitude has a long-term effect on customer 
satisfaction and empathy, which leads to customer retention (Baumann et al. 2007). 
Perceived customer service value and overall customer satisfaction have a long-term 
effect on behavioural intention to repurchase a particular service (Chen & Ching-Fu 
2008). Akbar and Parvez (2009) found a positive significant relationship between 
customer satisfaction and loyalty. Further, they determined that satisfaction among 
customers acts as a bridge that helps join the two constructs of service quality and 
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customer loyalty. McDougall et al. (2000) examined a direct link between customer 
satisfaction and customer intention to repurchase a service or product. Customer 
intention to use a particular service is highly dependent on customer satisfaction, 
service value and service quality (Cronin  et al. 2000). Further, Chen and Ching-Fu 
(2008), Kuo et al. (2009) and Ryu et al. (2008) found that customer satisfaction acts 
as an intermediate element that connects customers’ perceived value regarding a 
particular service and intention to reuse the service. Ozlem (2009) further discussed 
that the market share of an organisation can be affected by its customer retention 
base. Retained or loyal customers recommend the organisation to others by positive 
word-of-mouth, which can help the organisation increase its customer base (Achour 
et al. 2011; Ahmad et al. 2015; Bahri-Ammari & Bilgihan 2019). 
Coner and Gungor (2002) argued that better service quality leads to more loyal 
customers. The literature has determined a positive relationship between customer 
satisfaction and customer loyalty (Lai 2004; Liu et al. 2011; Narayandas 1996; Van 
Vuuren et al. 2013; Yuksel et al. 2010). Market sustainability is dependent on 
consumer support, which is achievable by customer satisfaction; thus, customer 
loyalty helps reduce operating costs and consumer price sensitivity. Edward and 
Sahadev (2011) argued that quality helps customer retention, which helps improve the 
market share of the service provider. Further, Chopra (2019), Ding et al. (2019), 
Fornell (1992) and Konrad (2019) found that satisfaction supports and facilitates 
existing customers to retain the services. Therefore, service quality and customer 
satisfaction are directly linked with each other (Akbar & Parvez 2009; Casalo et al. 
2010; Chou et al. 2014; Fernandes & Solimun 2018; Ishaq 2011). 
customer satisfaction is considered a prime determinant of customer retention and 
loyalty. Saroha and Diwan (2017, 2019) argued that satisfied customers have a 
greater tendency to be retained and avoid all other alternative options. Moreover, 
Saroha and Diwan (2017, 2019) stated that an increase in customer retention and 
loyalty is caused by a higher satisfaction level. Hence, satisfaction develops repeat 
purchase behaviour among customers and spreads positive word-of-mouth (Deng et 
al. 2010; Reichheld et al. 1996b; Santouridis & Trivellas 2010; Saroha & Diwan 2019).  
In the mobile telecommunications services literature, satisfaction has a strong 
relationship with customer behavioural intention, purchasing behaviour and loyalty. 
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For example, previous studies by Aydin and Ozer (2005) in the Turkish mobile cellular 
telecommunications market, Kim, M-K et al. (2004) in the Korean mobile 
telecommunications market, Lee et al. (2001) in France, Gerpott et al. (2001) in 
Germany, Santouridis and Trivellas (2010) in Greece and Zhao et al. (2012) in China 
found outcomes that provided a significant causal link between customer satisfaction 
and customer repurchase intention. In another study, Anderson and Srinivasan (2003) 
discussed that dissatisfied customers are more likely to search for alternatives 
available in the market and more likely to accept competitors’ offers than are satisfied 
customers. Hence, previous research has highlighted that satisfaction is a reliable 
forecaster of repurchase intention and behaviour (Lin & Wang 2006; Ranaweera 
2007). 
Van Vaerenbergh et al. (2014) found that service failure affects customer behavioural 
intention, which consists of loyalty, negative word-of-mouth and complaints. Whenever 
there is a fault, service degradation or service failure, there is a reduction in customer 
loyalty (Folkes 1984; Hess et al. 2007). Zhou and Lu (2011) discussed the relationship 
between customer satisfaction and switching barriers, but it is unclear from previous 
studies how this actually helps customer loyalty. Similarly, Casalo et al. (2007) 
explained the relationship between loyalty and customer satisfaction, but there is a 
need to determine the effects of certain factors on customer loyalty, such as customer 
experiences (including network service quality and performance), habits and 
satisfaction. Studies have found that customer value and customer satisfaction are 
inter-related, as determined by Oh (1999). In general, it can be concluded that 
customer satisfaction has a positive effect on customer behaviour and the attitudinal 
aspects of customer behavioural intention. 
The following section provides the theoretical background of customer experience. In 
this study, service quality supported the customer experience construct theoretically. 
Moreover, service quality (related to telecommunications products and services) was 
investigated under the larger umbrella of customer experience. 
2.2.3 Customer Experience (CE) 
Meyer and Schwager (2007) defined customer experience as the internal and 
subjective response when customers have contact with a company. In the literature, 
service quality is considered part of customer experience and comes under the larger 
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umbrella of customer experience. Service quality is defined as ‘the comparison that 
the customers make between their expectations about service and their perception of 
the way the service has been performed’ (Caruana 2002, p. 813). Bitner and Hubbert 
(1994, p. 77) defined service quality as ‘the consumer’s overall impression of the 
relative inferiority/superiority of the organization and its services’. Gronroos (1984, 
1988) further explained the role of technical (or output) quality and functional (or 
process) quality as occurring prior to, and resulting in, outcome quality. In other 
research, service quality has been defined as a form of attitude that is related yet not 
equivalent to customer satisfaction, and this has been derived from the difference 
between or comparison of expectations with performance. In contrast, a customer’s 
experience can be defined as the expectation gap between the level of experience 
that the customer believes they should be receiving (based on marketing promises 
and other experiences) and the level they actually receive (Millard 2006). 
Service quality has been examined as a means to determine customer satisfaction 
(Edward & Sahadev 2011). However, the most common observation was made by 
Parasuraman et al. (1985, 1988, 1991, 1993, 1994a, 1994b) regarding the ways to 
formulate service quality perceptions. The service quality model is commonly known 
as the Parasuraman, Zeithaml and Berry (PZB) model. This model speculates that 
there are a set of five gaps that can control consumers’ perceptions and behaviour 
regarding service quality. Moreover, the PZB model identifies the most important 
difference or gap between what customers expect and the service they receive 
(Parasuraman et al. 1993). The PZB model essentially targets consumer marketing 
issues, with a strong focus on the operational aspects of quality criteria. The quality 
scale in this model is further categorised into five dimensions: tangibility, reliability, 
responsiveness, assurance and empathy. Tangibility determines the appearance of 
mobile services on smartphones, such as applications and services, value-added 
services, voice services, and data coverage and speed (Aydin et al. 2005; Edward & 
Sahadev 2011; Gefen 2002; Zeithaml 2000). Reliability refers to the service provider’s 
service-level agreements and promises to end users and mobile subscribers (Zhou 
2013; Zhou & Lu 2011). Responsiveness refers to customer service and service 
providers’ prompt response to mobile users (Aydin & Ozer 2005; Aydin et al. 2005; 
Zhou & Lu 2011). Assurance refers to the provision of professional services to end 
users (Zhou & Lu 2011). Empathy is defined as a service provider personalising a 
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product or service for end users (Gefen 2002; Zhou & Lu 2011). In another study, 
Gronroos (2007) categorised service quality into technical (outcomes) and functional 
quality (how customers perceive the process). Further, Gronroos aimed to measure 
the measurable technical criterion which is ‘what’ and functional refers to customer 
perception, ‘how’. This approach supports purely quantitative thoughts of service 
outcomes and gives a qualitative perspective to the service process. It shows an 
obvious limitation of Gronroos’s method. 
Service quality has always been determined as an experience that a customer usually 
perceives while buying or using a particular product or service (Parasuraman et al. 
1985; Zeithaml 2000). Parasuraman et al. (1988) further defined service quality as a 
type of attitude that is related yet not equivalent to the satisfaction that results from 
comparing expectations with performance. Previous studies have indicated that 
quality has always played a vital role in customers’ satisfaction from a long-term 
perspective (Omachonu et al. 2008; Zhao et al. 2012). Value creation and better 
provisioning of service according to quality standards help improve customer loyalty 
(Ozlem 2009). 
According to Bitner and Hubbert (1994), service quality is considered customers’ 
impressions of the superiority or inferiority of a particular service provider and its 
services. Service quality has been critically reviewed and evaluated due to the gap 
scores, the expectation of customer measurement, positive or negative word-of-
mouth, service generalised dimensions, and definition of a primary standard for better 
quality (Brown et al. 1993; Edward & Sahadev 2011; Santouridis & Trivellas 2010). 
Researchers have combined customer perceptions and expectations to avoid such 
customer understanding issues, and the statistical analysis indicated better results in 
the SERVQUAL scale, as derived from the PZB model, which is more reliable 
(Babakus & Boller 1992; Dabholkar et al. 2000; Parasuraman et al. 1985). Further, it 
has been argued in the literature that voice call quality, value-added services and 
customer support for complaint handling always play a positive role in developing 
customer satisfaction among mobile telecommunications service users (Kim, H-W et 
al. 2004; Kim, M-K et al. 2004; Lai 2004; Yim et al. 2007; Zhou 2013). These factors 
positively influence customers to reuse or retain the service, which results in customer 
loyalty because of a higher level of customer satisfaction (Kim, M-K et al. 2004). 
Baumann et al. (2007) identified that positive customer attitudes towards service, 
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empathy and satisfaction will lead customers to recommend the service to others by 
positive word-of-mouth. An affective and positive attitude, along with empathy, has a 
long-term effect on customer satisfaction and behavioural intention (Baumann et al. 
2007). Cavana et al. (2007) determined that the relationship between assurance, 
responsiveness and empathy is very strong with the service quality. Additionally, 
Cavana et al. (2007) found that reliability and convenience relate to service quality, 
but their importance was not categorised as highly significant. The relationship 
between perceived quality and customer satisfaction was found to be positive in the 
short term (Omachonu et al. 2008). In contrast, expected quality was deemed to be a 
positive determinant in both the short and long term (Omachonu et al. 2008). Gronroos 
(1988) found that service failure and recovery can affect service quality. 
The previous literature related to the telecommunications service industry indicates a 
positive significant relationship between service quality and customer retention, 
continued service usage and loyalty (Aydin et al. 2005; Edward & Sahadev 2011; Lin 
& Wang 2006; Santouridis & Trivellas 2010). However, the relationship of customer 
experience including customer experience, such as service quality part with other 
factors influencing customer behavioural intention to remain loyal, has not been well 
investigated in the mobile telecommunications sector (Bhatti et al. 2017b; Verma et al. 
2012; Zhu et al. 2013). These factors are not well investigated because of the context, 
demographics and gaps in the literature. Factors such as social influence, marketing 
mix (such as product price), facilitating conditions, habit and behavioural intention 
have not been well examined, and their correlation has not been empirically tested 
(Calabrese & Scoglio 2012; Chou et al. 2014; Santouridis & Trivellas 2010; Zhou & Lu 
2011). However, the relationship between service quality and customer satisfaction 
has been empirically tested in many studies (Santouridis & Trivellas 2010; Wang et al. 
2004; Zhou 2013). In this study, service quality supported the customer experience 
construct theoretically. Therefore, this study investigated service quality (which was 
conceptualised as a subset of customer experience) and mobile telecommunications 
product and service experience in the Australian telecommunications scenario in the 
customer experience construct. 
There has been a dramatic evolution in marketing theories and practices via a series 
of changes from product to services. This change has shifted the focus to customer 
experience, as marketing theories have shifted focus from creating consumer product 
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brands to building customer relationships through service marketing, and now to 
creating customer experience (Maklan & Klaus 2011). In today’s business world, 
customer experience is a key novel phenomenon that has changed the service 
economy trends (Voss 2004). Placing focus on customers’ experiences can help 
companies retain loyal customers. Retained customers become revenue generating 
customers for years by incorporation of their way into the businesses (Anaman 2010). 
According to Richardson (2010), customer experience refers to the way customers 
engage with a company’s services and brand. Companies can provide a positive 
customer experience via competitive pricing, a distinctive network, flexible product 
variations, high-quality customer service and value-added services. Meyer and 
Schwager (2007) further argued that customer experience can be influenced by direct 
and indirect contact with the company. Direct contact can be classified as the customer 
interaction while purchasing and using the product, while an indirect interaction 
includes unplanned encounters with the company’s products and services, and can 
be in the form of word-of-mouth, user recommendations, advertisements, promotions, 
news, social media, reports and reviews. 
Experience in the literature is often seen as any knowledge acquired from a person’s 
participation in an activity (Gupta & Vajic 2000; Roggeveen & Schlesinger 2008; 
Verhoef et al. 2009; Verma et al. 2012). Experience is also discussed as a customer’s 
take-away impression formed by a product or service encounter (Carbone & Haeckel 
1994). Moreover, when a customer interacts with different elements of a context 
created by a service provider over a period, it involves learning that is acquired by 
experience (Gupta & Vajic 2000; Verma et al. 2012). Experience is considered an 
emergent phenomenon and is the result of participating in a set of activities in a social 
domain, and there is a need to study the social context of experience in which it 
actually occurs (Gupta & Vajic 2000). Similarly, previous studies have found that 
customers are more likely to establish loyalty if they are satisfied with the services and 
customer experience (Islam & Rima 2013; Taylor et al. 1993). Moreover, it results in 
repeat purchases (Fornell 1992) and favourable word-of-mouth (Halstead & Page 
1992). For a company to establish a long-term customer relationship, it is important to 
provide positive customer experience and create brand loyalty (Islam & Rima 2013). 
According to Santos (2003), customer loyalty is determined by a company’s 
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relationship with its customers and how well the company understands the customers’ 
needs and wants. 
In today’s competitive and volatile business environment, from the company’s 
perspective, business is about building and supporting a strong relationship with their 
customers by understanding the elements of the customer experience. For any service 
provider, to provide quality customer experience, the company also requires skilled 
staff to meet customer requirements. To provide outstanding customer experience, a 
company must teach, train and develop customer service to meet customers’ 
demands (Allen et al. 2005). In their exploratory study, Maklan and Klaus (2011) stated 
that factors such as product experience, outcome focus, a moment of truth and peace 
of mind are positively related to customer experience. Hence, their study indicated that 
service quality has a mediating role between service attributes and behavioural 
intentions. Maklan and Klaus (2011) further discussed a significantly stronger 
relationship between customer experience and loyalty. Similarly, they discussed that 
customer experience and word-of-mouth positively relate to each other. Hence, 
customer experience is deemed an important factor for business outcomes. 
In the context of this study, customer complaint behaviour which also helps to think of 
satisfaction or dissatisfaction as a mental state of customer needs to take action or 
make a decision. Meyer and Schwager (2007) suggested that companies should 
review their overall customer experience to achieve full customer satisfaction. Anaman 
(2010) developed a customer experience model for telecommunications users that 
posited that cost, handsets, network coverage, customer services, offerings, pricing, 
promotions and billing significantly affect customer experience. Research indicates 
that companies can fall into a satisfaction trap, whereby 60 to 80 per cent of customers 
who claim to be satisfied or over-satisfied will defect (Reichheld et al. 1996a) 
Companies introduce different barriers between providers to enforce customer loyalty 
(Jones et al. 2002). These barriers generally involve switching barriers, including 
switching costs, social influence, product price value and bundle packages. NPS 
provides a customer satisfaction measurement based on customer utility and 
experience (Reichheld et al. 1996a). The NPS strongly links satisfaction, 
recommendations and business outcomes. 
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This study examined the effects on customer loyalty of customer experience as an 
independent variable, including factors such as performance expectancy, effort 
expectancy, social influence, facilitating conditions, customer satisfaction and product 
price value. Customer experience is not discussed with marketing-mix factors such as 
price and product and customer behavioural intention and repurchase behaviour 
(Anaman 2010; Islam & Rima 2013; Maklan & Klaus 2011). The next section provides 
a discussion of the selected marketing-mix factor such as product price value. 
2.2.4 Product Price Value (PV) 
Price value is defined as consumers’ cognitive trade-offs between the perceived 
benefits of mobile telecommunications products and services and the monetary cost 
of using them (Dodds et al. 1991). Customers use price as a significant parameter and 
indicator of product quality and its benefits. According to previous customer 
perspective studies, high-priced products or goods are often perceived to be of high 
quality and are less susceptible to competitive price cuts than are low-priced products 
(Blattberg & Wisniewski 1989; Dodds et al. 1991; Kamakura & Russell 1993; Milgrom 
& Roberts 1986; Olson 1976). Consequently, price is positively related to perceived 
quality. The cost and pricing composition have a significant effect on customers’ 
technology and product use (Venkatesh et al. 2012). For example, the popularity of 
the SMS in China was very high because of its low price in comparison with other 
services (Chan et al. 2008). In business and marketing research, the effects of price 
and cost are usually viewed alongside the quality of products or services to measure 
the perceived value (Zeithaml 1988). The product price value is positively significant 
when the perceived value of the product is higher than the monetary cost. Therefore, 
it is argued in the literature that price value has a positive effect on customer 
behavioural intention (Venkatesh et al. 2012). The use of technology is significantly 
affected by the price and cost structure of the products and services (Owusu Kwateng 
et al. 2019). For business marketing research, to investigate the perceived value of 
telecommunications products and services, price analysis is usually measured in 
relation to the product and service quality (Owusu Kwateng et al. 2019). In this 
research, product price value was added as an indicator of customer loyalty when 
using mobile telecommunication products and services in Australia. This research 
used the concept of marketing mix because of the product price value, mobile service 
facilitation, performance and mobile business marketing scenario. 
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To more precisely understand the effects of specific marketing activities, marketing-
mix models analyse data from a variety of sources, such as retailer scanner data, 
company shipment data, pricing data, and media and promotion spending data (Kotler 
2003). Marketing-mix theory concentrates on the ‘7P’s’ of marketing (product, price, 
place, distribution process, promotion, people and physical evidence), which explain 
how it will affect customers’ behavioural intention (Kotler 2003). Shocker et al. 
(1994,p.157) highlighted that more attention is required in the development area of 
brands and products. In addition, it should include  intangibles that are created by the 
pricing, promotion, services and distribution decisions of brand managers, which 
combine with a product to create a product image and affect buyers’ decision making 
(Escobar-Rodríguez & Carvajal-Trujillo 2013; Ozlem 2009). In response to this need, 
this study investigated the relationship between selected marketing-mix factors, such 
as price value and behavioural intention attitudinal perspective, to determine customer 
loyalty. In particular, for this study, price value was selected from the marketing-mix 
‘7P’s’ of marketing activities. Although these variables do not cover the full area of 
marketing, they usually represent marketing actions (Fernandes & Solimun 2018; 
Rafiq & Ahmed 1995). Customers’ perceived value for money (price paid for products 
and services) has been used to measure customer loyalty in previous research in the 
telecommunications sector (Saroha & Diwan 2019). In the current study, the factor of 
product price value (PV) from the UTAUT2 model acted as customers’ cognitive 
exchange between the perceived benefits of telecommunications services offered by 
service providers and the monetary cost of using the mobile telecommunications 
product. Price value helps customers develop a positive view of their intention and 
decision to remain loyal to a service. The next section presents the background of the 
factor of performance expectancy, derived from the UTAUT2 model (Venkatesh et al. 
2012). 
2.2.5 Performance Expectancy (PE) 
Venkatesh et al. (2012) defined performance expectancy as the degree to which an 
individual believes that using a system will help them attain gains in job performance. 
This definition was modified and customised to meet the research requirement of 
contextualising it in the mobile telecommunications service scenario. It was defined as 
the level or extent to which a mobile service consumer believes that using a mobile 
service will improve their performance in undertaking any task in their daily life. 
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Venkatesh et al. (2003) discussed five sub-dimensions from previous studies: 
perceived usefulness, external motivation, work correlation, relative advantage and 
expectancy regarding achievement. Venkatesh et al. (2003) further discussed that 
expected effectiveness refers to being able to obtain significant rewards after using a 
system. In addition, one could know the influence of the difference between 
demographic factors, such as age and gender, is positively related to performance 
expectancy. Moreover, Venkatesh et al. (2003) further explained that male and young 
workers who pursue performance will be more exceptional than other age and gender 
groups. 
Studies from previous literature on the TAM model identified perceived playfulness 
and perceived ease of use as important antecedents to individuals’ intention to use 
technology (Davis et al. 1989; Venkatesh & Davis 2000). Additionally, a particular 
technology becomes more useful and beneficial if the user has the right skills and 
abilities to use the service without facing any difficulty. In further studies, perceived 
usefulness was termed performance expectancy (Venkatesh et al. 2003). As 
discussed in previous theories, such as TPB and TRA, an individual’s positive or 
negative feelings concerning a system generally affect the individual’s perception of 
the level of difficulty of using the system or service, and subsequently affect their 
decision to use or not use the system or technology. In this study, the UTAUT2 mode 
was employed, which has the essence of the previous theories of TPB and TRA. This 
study was also based on the concept of marketing-mix theory; hence, the performance 
expectancy construct also behaved like a product from the 7P’s of service marketing. 
Kotler (2003) defined the 7P’s as product, price, promotion, place, packaging, 
positioning and people. The perception of using a product, service or system to 
improve user or customer performance at their workplace or in general is related to 
the marketing-mix concept. Likewise, there is a significant relationship between 
performance expectancy and behavioural intention that is moderated by factors such 
as age, gender and experience that determine younger people and males to be more 
aware of the usefulness of new products, services and technologies (Owusu Kwateng 
et al. 2019; Venkatesh et al. 2003).Therefore, this study examined the relationship 
between service performance expectancy and customer loyalty (which was modified 
from behavioural intention). The next section discusses the factor of effort expectancy 
in this study. 
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2.2.6 Effort Expectancy (EE) 
Effort expectancy is defined as the degree of ease associated with the use of a mobile 
service and support system (Escobar-Rodríguez & Carvajal-Trujillo 2013, 2014; 
Venkatesh et al. 2003; Venkatesh et al. 2012). Venkatesh et al. (2003) discussed three 
sub-dimensions from this research: ‘consciousness of easy to use’, ‘systematic 
complexity’ and ‘operating simplicity’ (Arain et al. 2019). Service providers should 
ensure that their system or product has manuals that enable customer awareness and 
ease of use. In addition, the difficulty of using a system should be reduced via simple 
product or service operation (KIT 2014; Mandal & McQueen 2012; Slade et al. 2015; 
Williams et al. 2015). Further, previous research has found that one of the key factors 
of IT acceptance is the design of an IS which allows users to employ the system 
quickly. For example, the operation and functions of a smartphone are smooth and 
understandable. Moreover, it will be compatible with 3G and 4G and can support 
internet access. These factors determine whether the system is easy to use or not. In 
addition, it also checks that the system is technology- and user-friendly. Venkatesh et 
al. (2012) argued that individuals’ expectation of using a system most likely differ 
because of demographics, such as gender and age. Past ICT usage and trip 
experience are positively related to performance expectancy and effort expectancy, 
respectively (Oh et al. 2009). Likewise, women and older people are usually positively 
associated with effort expectancy (KIT 2014). These influences will reduce as other 
factors, such as user experience, increase. 
Ease of use is considered one of the strongest predictors of accepting technology, and 
has a positive significant effect on behavioural intention (Arain et al. 2018, 2019; 
Owusu Kwateng et al. 2019). Effort expectancy can play a major role, as ease of use 
is an important element for the older population and new users of mobile products and 
services. Previous theories, such as TPB and TRA (Ajzen 1991; Fishbein & Ajzen 
1975), indicate that customer perceptions of the difficulty of using a system affect their 
decision about whether to use the system. Similarly, for this study, which was based 
on the concept of marketing mix, the product features of a device (such as a mobile 
phone, tablet or iPad) were considered to affect the effort expectancy to use a product, 
service or technology. The moderating factors of gender, age and experience 
influence the relationship between effort expectancy and behavioural intention. 
However, customers with more experience are more willing to accept and use new 
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technology than are less experienced users (Arain et al. 2019; Venkatesh et al. 2003; 
Venkatesh et al. 2012). Therefore, the service marketing-mix factor was relevant to 
the construct of UTAUT2. The next section will discuss the background of social 
influence. 
2.2.7 Social Influence (SI) 
Social influence refers to the degree to which an individual senses that a person who 
is important to them thinks that they should use a new system (Venkatesh et al. 2003). 
For this study, the definition was modified to the mobile telecommunications context 
to address the research problem, and was defined as the degree to which an individual 
feels that people important to them (such as family, friends, social networks and co-
workers) influence the individual to use their mobile products and services. 
Venkatesh et al. (2003) discussed three sub-dimensions of social influence from 
previous studies: subjective norms, social factors and public image. Subjective norms 
refer to ‘a person’s perception that most people who are important to him think he 
should or should not perform the behavior in question’ (Ajzen 1991; Fishbein & Ajzen 
1975). Subjective norms result in the formation of behavioural intention, as was first 
proposed by Fishbein and Ajzen (1975) in the TRA. Taylor and Todd (1995) found that 
subjective norms play a vital role in the formation of behavioural intention. Venkatesh 
et al. (2003) and Venkatesh et al. (2012) argued that the relationship between SI and 
intentional usage is influenced by factors such as age, gender, experience and 
voluntariness. Likewise, social influence has a positive significant effect on older 
workers (Dholakia et al. 2004; San Martín & Herrero 2012; Yang & Forney 2013). 
Similarly, the researcher used gender to segregate men and women, as it has been 
witnessed that female workers are more easily influenced by the attitudes of senior 
managers (KIT 2014; Shao & Siponen 2011). Further, Venkatesh et al. (2012) found 
that these influences often happen at the start of mobile phone usage and after using 
the mobile phone for some time. This study examined social influence through the 
mobile devices and services which allow people to get connected and influence their 
family and friend for purchase of product and service. In mobile communication, 
mobility, network availability and personalisation of services may also be significant 
perceived benefits of mobile services (mobile data application i.e., social networking 
applications) and technology (Pagani 2004). Further, potential mobile users are 
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exposed to social media and networks in which the benefits of mobile services are 
discussed (Lopez-Nicolas et al. 2008; Sair & Danish 2018). In addition, there is a 
possibility that social influence can affect the decisions, loyalty and behaviours of 
customers (Escobar-Rodríguez & Carvajal-Trujillo 2013). 
In the UTAUT model, social influences are discussed as being one of the four direct 
determinants of behavioural intention to use (Venkatesh et al. 2003). This study was 
based on the concept of social influence, which could be in any form, including 
individual interactions with social media, networking, discussions with online groups, 
conversations with friends or family, and social networking. Additionally, this study 
investigated the influence of social influence on customer loyalty, which is a form of 
behavioural intention (Bhatti et al. 2017b; Madan & Yadav 2016). Given that the 
conceptual framework of this study was based on a marketing-mix concept, the 
promotion of products or services via social media could influence consumer 
behavioural intention (Pagani 2004). Thus, from the marketing-mix 7P’s, this 
promotion was also used to determine the effect of overall social influence (Hsu et al. 
2018; Islam et al. 2018). The next section discusses the background of facilitating 
conditions. 
2.2.8 Facilitating Conditions (FC) 
Facilitating conditions refer to the degree of support that an individual feels from 
organisational and technical equipment towards system use (Venkatesh et al. 2003). 
For this study, the definition was modified as the degree to which an individual believes 
that organisational and technical infrastructure exists to support the use of mobile 
products and services and the mobile support system (Kasim 2015; Sejane 2017). 
Venkatesh et al. (2003) discussed three sub-dimensions of facilitating conditions from 
previous studies: control of conscious behaviour, promoting conditions and 
compatibility (Kasim 2015; Wu et al. 2008). Control of conscious behaviour refers to 
users’ self-efficacy in the system, which is defined as users’ overall judgement of being 
able to operate the system. Promoting conditions refer to the technology aid provided 
by the surroundings or environment (Sejane 2017). Compatibility is explained as the 
system consistency and organisational values (Wu et al. 2008). Additionally, technical 
assistance or cooperating situation indicates that the technical framework and 
organisation support the use of the technology and system (Wu et al. 2008), including 
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support for software, hardware, features and properties, and assistance with system 
operations (Taylor & Todd 1995; Venkatesh et al. 2012). 
In conclusion, Venkatesh et al. (2003) and Venkatesh et al. (2012) explained the 
purpose of experience, gender, age and user to indicate that there is a difference 
between personal acceptance and technology strategies under different 
circumstances, and researcher must ensure that these strategies are implemented 
correctly. This study emphasised customer loyalty using the marketing-mix concept 
with a focus on product, price value, facilitation, performance, customer service and 
customer experience in the mobile telecommunications service context (Arain et al. 
2018, 2019; Benlian et al. 2011; Bose & Rao 2011; Lin & Hsieh 2011; Owusu Kwateng 
et al. 2019; Slade et al. 2015; Venkatesh et al. 2012; Wu et al. 2014). The findings of 
Venkatesh et al. (2012) support the hypothesis between facilitating conditions and 
behavioural intention in a mobile phone study. The construct of facilitating conditions 
offers other resources that are required to facilitate mobile products and services to 
improve the performance of a specific customer’s task (Arain et al. 2019). In the mobile 
telecommunications service context, the construct of facilitating conditions helped this 
research focus on service marketing-mix factors, such as physical evidence, people, 
places, processes (such as distribution channels), organisations, sales territories, 
customer support through technical staff and the physical environment, facility layout, 
noise levels, facilitating goods, employee discretion and customer involvement (Bitner 
et al. 1990). The next section will discuss the background of habit. 
2.2.9 Habit (HT) 
Habit is defined as the extent to which people tend to perform behaviours automatically 
through different learning (Limayem et al. 2007). Prior research by Lin and Wang 
(2006) and Sanchez-Acenjo (2014) argued that habit dictates many behavioural 
intentions, once people have gained experience. However, Kim and Malhotra (2005) 
related habit with automaticity. Habit has been reviewed in two ways by researchers—
first, habit is determined as prior behaviour and, second, habit is measured as the 
extent to which a person believes the behaviour to be automatic (Kim & Malhotra 2005; 
Limayem et al. 2007). For instance, during a specific time interval, such as six months, 
different individuals can perform a different scale of habit depending on their use of 
technology. This has encouraged researchers to include prior technology use as a 
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predictor of habit (Chiu et al. 2012; Escobar-Rodríguez & Carvajal-Trujillo 2013; 
Limayem et al. 2007; Lin & Wang 2006; Ouellette & Wood 1998; Sanchez-Acenjo 
2014). Similarly, Ajzen (2011) and Plunkett et al. (2019) noted that feedback from 
previous experiences would influence different beliefs and thus future behavioural 
performance. Consequently, habit is a factor that reflects the result of past 
experiences. Christino et al. (2019) and Venkatesh et al. (2012) added habit as a 
positive significant factor to their studies. 
The empirical findings from previous studies indicated that the role of habit in 
technology use is vital (Lin & Wang 2006; Venkatesh et al. 2012). Research shows 
that prior technology usage can strongly predict future technology use (Ouellette & 
Wood 1998; Owen 2019). Beatty and Smith (1987) argued that 40 to 60 per cent of 
customer purchases from the same store occur only because of habit. Customers visit 
different websites because of habit, rather than through conscious evaluation of the 
perceived benefits. When habit is well developed, people generally ignore external 
information and rational strategies. In prior research on the theory of attitude and 
attitude change, behavioural intentions were found to be the product of attitudes, social 
norms and habit (Cialdini et al. 1981). Similarly, TRA and other theories using habit as 
an antecedent of behavioural intentions have found that habit can affect attitude and 
social norms (Arain et al. 2019; Cialdini et al. 1981; Trafimow 2000). Therefore, for this 
study, the UTAUT2 was used to determine habit’s effect on customer loyalty, which is 
derived from behavioural intention, in the mobile telecommunications sector for mobile 
products and services. The next section will provide the background of hedonic 
motivation. 
2.2.10 Hedonic Motivation (HM) 
The term ‘hedonic motivation’ articulates the practical and emotional incentives for 
customers to participate in shopping or buying-related actions (Solomon et al. 2009). 
For this study, it was defined as the fun or pleasure derived from using a mobile service 
(Brown & Venkatesh 2005; Solomon et al. 2009). Past research used hedonic 
motivation for buying-related activities; however, for this study, it was modified for the 
context of using mobile products and services. In previous studies, researchers 
explained that customers with hedonic motivation for shopping or buying-related 
activities are more likely to be concerned with the entertainment and enjoyment 
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aspects of buying (Babin et al. 1994; Chang et al. 2011; Childers et al. 2002; Dennis 
et al. 2007). Further, impulse buying at low to moderate levels can be a pleasurable 
activity that is encouraged by a customer’s quest for a hedonic shopping experience 
(To et al. 2007). Previous researchers performed a study on mobile entertainment and 
discovered that mobile entertainment brings joy and pleasure to mobile 
telecommunications customers (Arain et al. 2019). Similarly, Massara and Pelloso 
(2006) argued that customers’ motive essentially a shopping tour may play a 
moderating role in determining the relationship between the customer and product 
store atmosphere. Further, environmental and aesthetic factors (such as ambient 
design) and social characteristics add to awareness of the hedonic benefits linked with 
a shopping experience (Joo Park et al. 2006; Wakefield & Baker 1998). In addition, 
hedonic motivation is dependent on environment and customer different levels (Chang 
et al. 2011). For example, customers with hedonic motivation enjoy shopping and are 
more social when they shop (Arnold & Reynolds 2003). Customers with more hedonic 
motivation may also continue buying to seek recognition and fondness. 
Hedonic motivation is articulated in the literature as ‘the fun or pleasure derived from 
using a technology, and it has been shown to play an important role in determining 
technology acceptance and use’ Venkatesh et al. (2012, p. 161). When customers 
discover that the technology they are using gives them contentment, fun, 
entertainment, ease, enjoyment, satisfaction and choice, they will tend not to alter their 
use of the technology to another contending service provider or technology (Alalwan 
et al. 2015; Baabdullah et al. 2019; Koenig-Lewis et al. 2010). Numerous studies have 
considered the effect of hedonic motivation on the usage of mobile services 
(Baabdullah et al. 2019; Chang et al. 2011; Childers et al. 2002; Escobar-Rodríguez 
& Carvajal-Trujillo 2013, 2014; Rana et al. 2017; Waterman et al. 2008; Zhou 2012). 
Customers’ positive emotions are influenced by the social characteristics of the 
shopping environment and atmosphere, which result in high hedonic motivation (Joo 
Park et al. 2006). Chang et al. (2011) discussed that customers who are encouraged 
by hedonic motivation appear to derive their satisfaction from immediate happiness. 
Venkatesh et al. (2012) examined hedonic motivation as the fun or pleasure obtained 
from the use of technology, and it has been shown to play a vital role in measuring 
technology acceptance and usage (Brown & Venkatesh 2005). Venkatesh et al. (2012) 
discussed hedonic motivation as a significant predictor of consumer behavioural 
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intention to use technology, and added hedonic motivation to the UTAUT2 model. 
Consequently, for this research, hedonic motivation was considered an antecedent in 
determining customer loyalty in the mobile telecommunications sector of Australia. 
The next section discusses the moderators in the UTAUT2 model of age, gender and 
length of experience. 
2.2.11 Moderators of Age, Gender and Length of Experience 
Venkatesh et al. (2012) introduced gender, age, experience and voluntariness as 
moderating variables in the UTAUT2 model. Further, the relationship between 
demographic factors was tested with antecedents of behavioural intention. Previous 
research has verified that demographic factors do moderate the relationship, given the 
significance between the factors affecting the independent variables, user acceptance 
and the dependent variable (Escobar-Rodríguez & Carvajal-Trujillo 2014; Foon & Fah 
2011; Hoque & Sorwar 2017; Mandal & McQueen 2012; San Martín & Herrero 2012; 
Shao & Siponen 2011; Slade et al. 2015; Williams et al. 2015). In addition, in the 
mobile commerce literature, Min et al. (2008) discussed that different types of users 
have different attitudes and acceptance behaviour towards a service or product, 
depending on their age group and gender. Using cluster analysis, Okazaki (2006) 
discussed different sorts of demographic properties in the case of Japan, such as 
gender, age, profession, income, marital status and family status. Okazaki (2006) 
found that single and young female workers tend to be more positive than other 
professionals when using technology. Hence, for the current study, users’ 
demographics were significant at an adequate level due to different genders, age and 
experience level, and they helped determine any possible influence on customer 
loyalty. Therefore, for this study, age, gender and length of experience acted as 
moderators.  
Overall, the literature from previous studies revealed that there are many factors 
influencing behavioural intention. Table 2.2 indicates the relationships between the 
dependent variables, such as customer loyalty, brand loyalty and customer retention, 
and independent variables from previous studies. 
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Table 2.2 Summary of the Literature on Customer Loyalty 
Studies Independent Variables Dependent Variables 
 
Service 
Quality 
Perceived 
Value 
Customer 
Satisfaction 
Customer 
Perceived 
Network 
Quality 
Hedonic 
Value 
Affect 
Service 
Convenience 
Price/ 
Marketing 
Mix 
 
(Budianto 2019) ✓ 
   
  
 
Loyalty 
(Dubey & Sahu 
2019) 
✓ ✓ ✓ 
 
  
 
Loyalty 
(Huang et al. 2019) ✓ 
 
✓ 
 
  
 
Customer loyalty 
(Kalita 2019) ✓ 
 
✓ ✓   
 
Brand loyalty and 
customer retention 
(Alauddin et al. 
2019) 
✓ 
 
✓ 
 
  
 
Customer loyalty 
(Sari & Ardiansari 
2019) 
✓ 
 
✓ 
 
✓  
 
Customer loyalty 
(Zhang & Wei 2018) ✓ 
 
✓ 
  
 
 
Loyalty 
(Paek & Lee 2018) ✓ 
 
✓ 
  
 
 
Loyalty 
(Madaleno et al. 
2018) 
  
✓ 
  
 
 
Loyalty 
(Mohd Thas Thaker 
et al. 2018) 
  
✓ 
  
 
 
Loyalty 
(Kaura et al. 2015) ✓ 
 
✓ 
  
✓ ✓ Customer loyalty and 
satisfaction 
(Jiang & Zhang 
2016) 
✓ 
 
✓ 
    
Loyalty 
(Wahab et al. 2016) 
  
✓ 
   
✓ Loyalty 
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Table 2.2 provides a brief overview of the independent and dependent variables, such 
as customer loyalty, brand loyalty and customer retention. This study selected two new 
constructs alongside the existing seven main constructs of UTAUT2: performance 
expectancy, effort expectancy, social influence, facilitating conditions, hedonic 
motivation, habit and price value. Moreover, the previous literature indicated the need 
to study the effect of customer experience on customer loyalty, which is derived from 
behavioural intention, and has been well discussed in previous sections (Anaman 
2010; Maklan & Klaus 2011). Thus, this study also included customer satisfaction in 
the loyalty framework, as discussed in Chapter 3. In the following table, the definitions 
of each construct are defined, alongside the relevant references. 
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Table 2.3 Summary of Construct Definitions 
Construct Definition Reference Study 
Customer 
Loyalty 
Customer loyalty is defined as an enthusiastic and positive attitude 
towards a particular telecommunication mobile service provider’s 
products or services, as expressed by the intention to continue using 
them, and recommending that others use the company through word-
of-mouth, including comments, recommendations and service rankings. 
(Bose & Rao 2011; 
Mittal & Kamakura 
2001; Morgan & Hunt 
1994) 
‘Satisfaction, Repurchase Intent, 
Repurchase Behaviour: 
Investigating the Moderating Effect 
of Customer Characteristics’ 
Customer 
Satisfaction 
‘Satisfaction is defined as the degree to which a business’ product or 
service performance matches up to the expectation of the customer. If 
the performance matches or exceeds the expectation, then the 
customer is satisfied, if the performance is below par then the customer 
is dissatisfied.’ 
(Roberts-Lombard 
2009,p.73) 
‘Customer Satisfaction, Trust and 
Commitment as Predictors of 
Customer Loyalty within an 
Optometric Practice Environment’ 
Customer 
Experience 
Customer experience can be defined as the expectation gap between 
the level of experience that the customer thinks they should be 
receiving (based on marketing promises and other experiences) and 
the level they actually receive. 
(Millard 2006)  
‘Learning from the ‘wow’factor—how 
to engage customers through the 
design of effective affective 
customer experiences’ 
Price Value Price value is defined as the consumer’s cognitive trade-offs between 
the perceived benefits of the application and the monetary cost of using 
it. 
(Dodds et al. 1991) ‘Effects of Price, Brand, and Store 
Information on Buyers’ Product 
Evaluations’ 
Performance 
Expectancy 
Performance expectancy is defined as the level or extent that the 
mobile service consumer believes that using a mobile service can 
improve their performance in undertaking any task in their daily life. 
(Venkatesh et al. 2003) ‘User Acceptance of Information 
Technology: Toward a Unified View’ 
Effort 
Expectancy 
Effort expectancy is defined as the degree of ease associated with the 
use of mobile products and services and their support system. 
(Venkatesh et al. 2003) ‘User Acceptance of Information 
Technology: Toward a Unified View’ 
Social 
Influence 
Social influence is defined as the degree to which an individual feels 
that important people (such as family, friends, social networks and co-
workers) influence them to use mobile products and services. 
(Venkatesh et al. 2003) ‘User Acceptance of Information 
Technology: Toward a Unified View’ 
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Facilitating 
Conditions 
Facilitating conditions are defined as the degree to which an individual 
believes that organisational and technical infrastructure exists to 
support the use of mobile services and the mobile support system. 
(Venkatesh et al. 2003) ‘User Acceptance of Information 
Technology: Toward a Unified View’ 
Habit Habit refers to ‘situation-specific sequences that are or have become 
automatic so that they occur without self-instruction.’ 
(Limayem et al. 2007) ‘How Habit Limits the Predictive 
Power of Intention: The Case of 
Information Systems Continuance’ 
Hedonic 
Motivation 
Hedonic motivation is defined as the practical and emotional incentives 
for the customer to participate in shopping or buying-related actions. 
For this study, it was defined as the fun or pleasure derived from using 
a mobile service. 
(Brown & Venkatesh 
2005) 
‘Model of Adoption of Technology in 
Households: A Baseline Model Test 
and Extension Incorporating 
Household Life Cycle’ 
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2.3 Summary 
This chapter has presented a literature review related to this study’s dependent and 
independent variables. The dependent variable for this study was customer loyalty, while 
the independent variables (as discussed in the literature review) included customer 
satisfaction, performance expectancy, facilitating conditions, social influence, effort 
expectancy, habit, hedonic motivation, price value and customer experience. This chapter 
has provided detail about the antecedents affecting customer loyalty with the help of the 
previous literature. It has provided a summary of definitions for all the constructs in this 
study. This chapter has also provided a summary of tables related to the dependent 
variable of customer loyalty. 
The next chapter discusses the research framework and develops the proposed model. 
To support and investigate the research problem, this study required a theoretical 
framework. Thus, the next chapter presents the theoretical framework, research model 
and research hypotheses development phase of this study. The theoretical framework 
was derived from previous theories, as discussed in the next Chapter 3. Additionally, 
Chapter 3 serves as a basis for developing and establishing the hypotheses that were 
intended to answer the research questions designed in Chapter 1. Chapter 3 also reviews 
the academically published works recovered from peer-reviewed sources related to this 
topic to reflect the background of the UTAUT2 and help further refine the research 
problem. 
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Chapter 3: Conceptual Framework and Research Hypotheses 
3.1 Overview of Chapter 3 
Chapter 2 discussed the relationships among the dependent and independent variables, 
including customer loyalty, customer satisfaction, customer experience, habit, hedonic 
motivation, facilitating conditions, performance expectancy, effort expectancy, price value 
and social influence. Therefore, this chapter presents the logic and relationship of the 
dependent, moderating and independent variables used in this study. The goal of this 
study was to explore how multiple important constructs interact with each other in the 
context of customer loyalty in telecommunications. Current research articulates that 
interactions and communication between people play a strong role in defining attitudes 
and decisions (Kelman 1958, 1974). In the context of customer loyalty in the 
telecommunications sector, the literature further suggests that customer loyalty towards 
a mobile network provider is influenced by marketing campaigns and social interaction 
among customers (Bell & Mgbemena 2017). After a review of the existing literature, it is 
acknowledged that, despite the effects of a huge number of variables related to customer 
loyalty, there is a lack of research focusing on developing a comprehensive model of 
customer loyalty (Saroha & Diwan 2017, 2019). The previous studies considered some 
variables, while ignoring others (Saroha & Diwan 2019). These studies primarily adopted 
a very disaggregated approach, wherein the strength of relationship between the 
numerous drivers and customer loyalty was analysed, which left a gap in understanding 
the drivers of customer experience, customer satisfaction and customer loyalty in the 
Australian telecommunications industry. Moreover, there are different challenges faced 
by different telecommunications companies because of their interrelation and 
comparability within the service industry (Saroha & Diwan 2017, 2019). 
New technology advancement has evolved aspects of the relationship between service 
providers and their mobile service customers, resulting in enhanced and improved 
industry service standards (Barrett et al. 2015). A company’s ability to provide services to 
its customers is a vital determinant of the company’s success and quality. A service 
provider’s success in achieving high performance, revenue, market share and profit is 
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highly dependent on retained and loyal customers (Fernandes & Solimun 2018). High 
service quality, customer retention and customer loyalty help service providers survive 
and achieve success in the competitive market. It is the core responsibility of a service 
provider to ensure that their customers are receiving premium services and customer 
experience. Hence, loyal customers who wish to stay with their service providers can 
change the facets of the business. 
The evolution of old mobile handsets that supported voice calls and SMS into 
smartphones has caused a new dynamic in service marketing. Smartphones provide 
services and support the internet, which has become indispensable in many individuals’ 
lives because of the increased data usage. According to the Australian Bureau of 
Statistics (2018b), there were 14.2 million internet customers in Australia at the end of 
December 2017, which was an increase of 3.4 per cent from the end of June 2017. The 
telecommunications market is very competitive in Australia because of the variety of 
mobile products and service plans, and the three major mobile operators of Telstra, 
Vodafone and Optus, alongside multiple retailers. For any study, it is important to define 
the research boundaries, and past studies focused more on behavioural aspects of 
customers, such as repetitive purchasing (Bodet 2008; Chang 2014; Fang et al. 2011; 
Jang & Noh 2011; Jones et al. 2002; Kuo & Yang 2011; Tsai & Huang 2007). In contrast, 
this study focused on the factors affecting attitudinal loyalty when using mobile 
telecommunications services in Australia. Thus, this study framework was defined by the 
boundary of customer loyalty. In the past, many studies have explored the adoption of 
technology, behavioural intention and customer loyalty in services such as m-health, 
marketing and telecommunications (Amin & Afandi 2012; Fernandes & Solimun 2018; 
Hoque & Sorwar 2017; Vlachos et al. 2009).  
This chapter first provides a theoretical background, and then presents the theoretical 
concepts used in the research model and discusses their relevance to the 
telecommunications service industry and customer loyalty. The chapter then presents the 
research framework and research hypotheses, alongside their theoretical justification. To 
analyse the research questions from Chapter 1, this study adopted the UTAUT2 model 
because of its comprehensiveness in investigating customer behaviour (specifically 
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customer loyalty) in light of marketing-mix theory, such as product, price, promotion, 
people and place. The theoretical framework is an expansion of the UTAUT2 model 
(Venkatesh et al. 2012).  
3.2 Theoretical Framework 
This study drew on the marketing-mix theory by McCarthy (1960), Rafiq and Ahmed 
(1995) and the updated IS UTAUT2 model of Venkatesh et al. (2012) for the following 
reasons. First, these theoretical approaches and this model help evaluate customer 
loyalty in mobile telecommunications products and services, as other studies only focused 
on customer intention to use mobile product and services. Second, many past studies 
have applied numerous theoretical approaches to study customer attitudes in the service 
industries, such as banking, e-commerce, and 3G and 4G mobile services in different 
geographical contexts (Dabholkar et al. 2000; De Canniere et al. 2009; Fang et al. 2011; 
Ha & Jang 2009; Liu 2012; Vatanasombut et al. 2008; Zhao et al. 2012), yet marketing 
theory has yet to be used to study customer loyalty in the mobile telecommunications 
context. The researcher believed that these theoretical approaches and this research 
model would help identify the factors that influence customer loyalty in the mobile 
telecommunications sector (Aydin & Ozer 2005; Deng et al. 2010; Klaus & Maklan 2013). 
All the variables of these two theories were discussed in Chapter 2. These theories 
(marketing-mix theory and UTAUT2) can investigate customer loyalty with the addition of 
two factors: customer satisfaction and customer experience (McCarthy 1960; Venkatesh 
et al. 2012). A key branch in IS research is developing an understanding of which factors 
influence users to adopt and use IT or other technologies. Many theoretical models have 
been established from behavioural-, psychology- and sociology-related theories that are 
being used to clarify technology acceptance and use (Owusu Kwateng et al. 2019). Many 
theories have particularly focused on determining the factors that affect technology 
acceptance and use (Davis 1985, 1989; Davis et al. 1989, 1992; Taylor & Todd 1995; 
Warshaw & Davis 1985). Moreover, the TAM by Davis (1989) was adapted from the TRA 
by Ajzen and Fishbein (1980) and Fishbein and Ajzen (1975). Further, TPB was 
developed by Ajzen (1991) with three variables: attitude, subjective norm and perceived 
behavioural control. Additionally, the TPB was adapted from the TRA. Based on the 
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previous models and research related to technology acceptance, the UTAUT (Venkatesh 
et al. 2003) and UTAUT2 (Venkatesh et al. 2012) were developed. Based on these 
previous studies, the current researcher further combined and eventually refined the new 
extended UTAUT2 model with marketing-mix theory. The literature review indicated that 
these two theories are relevant to understanding how mobile products and services can 
influence customer loyalty. The latent variables in the UTUAT2 (performance expectancy, 
facilitating conditions, effort expectancy, social influence, hedonic motivation, habit and 
price value) alongside two new variables (customer satisfaction and customer 
experience) were used to make predictions about customer loyalty (modified from 
behavioural intention) related to mobile telecommunications products and services in 
Australia, as moderated by the users’ age, gender and experience (Venkatesh et al. 
2012).  
The researcher of this study further argued that the UTUAT2 model and marketing-mix 
theory are proficient in addressing most of the identified gaps in the literature, as these 
theories are influenced by the socioeconomic and demographic characteristics of mobile 
telecommunications customers in Australia. The theoretical framework consisted of 
independent, moderating and dependent variables to provide insight into the factors that 
influence people’s behavioural intention to remain loyal to their service providers 
(customer loyalty).  
IS and marketing scholars have used different models to test customer behaviour and 
adoption of new technologies (Bell & Mgbemena 2017; Bodet 2008; Hong & Tam 2006; 
Hoque & Sorwar 2017; Hsu et al. 2007; KIT 2014; Slade et al. 2015; Stauss & Friege 
1999; Yadav et al. 2016; Zhou 2012; Zhou & Lu 2011). Numerous developed models 
have explained the domains and dimensions of psychology, IS, business and sociology. 
Past studies have used a variety of theories and models to examine the adoption, usage 
and behaviour intention of customers towards IT, banking, telecommunication services 
and technologies. The framework for these studies comprised models including the TRA 
(Warshaw & Davis 1985), DOI (Roger 1995), TBP (Ajzen 1991), TAM (Davis 1989), MM 
(Davis et al. 1992), MPCU (Thompson et al. 1991), social cognitive theory (Compeau & 
Higgins 1995), technology-organisation-environment framework (Tornatzky et al. 1990) 
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and UTAUT (Venkatesh et al. 2003; Venkatesh et al. 2012). The TAM has been adapted 
to explain technology acceptance in the field of telecommunications and IT (Jang & Noh 
2011). A useful aspect of the TAM is the successful extension of the core constructs of 
the model to include additional external variables that are relevant to the context of 
different studies (Chow et al. 2012; Ghazizadeh et al. 2012).  
Based on several detailed reviews and combinations of different theories, Venkatesh et 
al. (2003) proposed UTAUT, which has been thoroughly used in many areas of IS 
acceptance and adoption. The UTAUT model explains an adequate amount of variance 
(more than 35 per cent) in behavioural intention and usage (Venkatesh et al. 2003). 
Moreover, the original UTAUT model explained a considerable amount of variance in 
behavioural intention and usage behaviour. The model theorised some relationships that 
may not be applicable to all contexts, omitted some relationships that could be important, 
and excluded some constructs that could be crucial for explaining IS acceptance and use 
(Dwivedi et al. 2017). The UTAUT2 model was revised with some additional variables: 
habit, hedonic motivation and price value (Venkatesh et al. 2012). 
To explain the theoretical framework , the current researcher sought to critically review 
and enhance the revised original UTAUT2 model. The researcher found that this 
theoretical framework was not applicable to all areas and contexts; thus, modification of 
the UTAUT2 model was necessary. The main dependent variable from the UTAUT2 
model is behavioural intention. This variable was modified to customer loyalty with the 
addition of two new variables: customer satisfaction and customer experience. In the 
UTAUT2 model, individual characteristics (such as customers’ attitudinal loyalty, 
experience and satisfaction) are not discussed; thus, to ensure a comprehensive study, 
these variables were introduced to the original UTAUT2 model. In this study, customer 
loyalty was examined with the revised UTAUT2 model with a combination of IS and the 
marketing-mix concept (McCarthy 1960). The marketing concepts of product price, place, 
promotion, value and customer loyalty were included through using the marketing-mix 
theory. Similarly, the role of customer satisfaction, customer experience and customer 
loyalty were justified in the revised UTAUT2 model with the help of customer expectation 
theory (Brown et al. 2008; Oliver 1977; Thong et al. 2011; Thong et al. 2006). This revised 
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model was empirically tested in the telecommunications context through using SmartPLS 
technique. The following section discusses the details of these theories, including the 
theories of IS and IT acceptance, marketing and customer satisfaction, with attention 
devoted to the UTAUT2 model. 
3.2.1 Marketing-mix Theory 
The marketing-mix concept is one of the core concepts of marketing theory. McCarthy 
(1960) explained the idea of primary marketing-mix 4P’s: product, price, promotion and 
place. Different modifications to the 4P marketing-mix framework have been proposed in 
various studies (Anderson et al. 1994; Barich & Kotler 1991; Kotler 2003). McCarthy 
(1960,p.35) defined marketing mix as a combination of all the factors at the marketing 
manager’s command to satisfy the target market. McCarthy and Perreault (1984) defined 
marketing mix as the controllable variable that an organisation can coordinate to satisfy 
its target market. This definition was further elaborated by Kotler (2003) as the set of 
controllable marketing variables that a firm blends to produce the response it desires in 
the target market. Industrial marketers have claimed that marketing mix is unique 
because of its features, and hence it differs from consumer marketing (Rafiq & Ahmed 
1995). Bitner et al. (1990) modified the traditional 4P framework to a 7P marketing mix. 
This modification included service marketing requirements, including physical evidence 
and process. Overall, the framework included product, price, place, promotion, 
participants, physical evidence and process. For this study, marketing-mix elements of 
price, product, promotion, physical evidence, process and place were used to determine 
customer loyalty in the telecommunications sector. Marketing-mix theory has helped to 
contexualised the research constructs adapted from the UTAUT-2 model and enriched 
the background concept with marketing concepts. As discussed in Chapter 2, product 
price value affects customers’ behavioural intention regarding whether to remain loyal to 
products and services (Ozlem 2009). The UTAUT best supported the marketing-mix 
elements (Kotler 2003) in the revised model (UTAUT2) (Venkatesh et al. 2012). 
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3.2.2 Unified Theory of Acceptance and Use of Technology 
The UTAUT is a product of a study conducted on the adoption and use of technology in 
IS and IT (Venkatesh et al. 2003). Venkatesh et al. (2003) reviewed and compared eight 
dominant models that are used to determine technology acceptance behaviour: the TRA 
(Fishbein & Ajzen 1975), TAM (Venkatesh & Davis 2000), MM (Davis et al. 1992), TPB 
(Ajzen 1991), combined TAM and TPB (Ajzen 1991; Taylor & Todd 1995), MPCU 
(Thompson et al. 1991), DOI (Moore & Benbasat 1991; Rogers 2003) and social cognitive 
theory (Bandura 1990; Compeau & Higgins 1995). After synthesis, a new model was 
created—the UTAUT (Venkatesh et al. 2003). Figure 3.1 indicates that, according to this 
model, behavioural intention is determined by facilitating conditions, effort expectancy, 
performance expectancy and social influence in the presence of moderating variables of 
gender, age, experience and voluntariness. However, actual behaviour is determined by 
behavioural intention and facilitating conditions. Behavioural intention indicates the 
strength of a person’s intention to complete a particular behaviour, and is discussed as 
an individual’s positive or negative feelings (evaluative affect) regarding performing the 
target behaviour (Fishbein & Ajzen 1975). 
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Figure 3.1 The UTAUT (Venkatesh et al. 2003) 
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The UTAUT framework combines eight different models of acceptance—the TRA, TAM, 
TPB, MM, combined TAM and TPB (C-TAM-TPB), MPCU and DOI—into a coherent 
model to capture the combined effects influencing behavioural intentions to use or adopt 
a particular technology. The UTAUT postulates that performance expectancy (PE), effort 
expectancy (EE), facilitating conditions (FC) and social influence (SI) all affect 
behavioural intentions towards technology use, which further predict actual system use. 
Moreover, there are four moderators: gender, age, experience and voluntariness of use. 
The UTAUT model is able to predict 56 per cent variance in behavioural intention and 40 
per cent variance in actual use of a technology or system (Venkatesh et al. 2003). The 
following subsections define the constructs in the UTUAT model and relate them to similar 
variables in the eight models discussed earlier (Venkatesh et al. 2003). Customer loyalty 
is derived from behavioural intention as discussed in Chapter 2. 
Performance Expectancy (PE) 
Performance expectancy is defined as the degree to which an individual believes that 
using a system will help them attain gains in job performance (Venkatesh et al. 2003). 
Based on the literature review, the effect of performance expectancy on behavioural 
intention was hypothesised to be moderated by gender, age and experience (Venkatesh 
et al. 2003)  
Effort Expectancy (EE) 
Effort expectancy is defined as the degree of ease associated with the use of the system 
(Venkatesh et al. 2003). Based on the previous literature, the effect of effort expectancy 
on behavioural intentions was hypothesised to be moderated by age, gender, experience 
and voluntariness (Venkatesh et al. 2003). 
Social Influence (SI) 
Social influence is defined as the degree to which an individual perceives that how 
important others believe he/she should use the new system (Venkatesh et al. 2003). 
Centred on the UTAUT concepts, the effect of social influence on behavioural intentions 
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was hypothesised to be moderated by gender, age and experience (Venkatesh et al. 
2003). 
Facilitating Conditions (FC) 
According to Yang and Forney (2013), facilitating conditions is defined as the degree to 
which an individual believes that organisational and technical infrastructure exists to 
support the use of the system (Venkatesh et al. 2003). The literature review emphasised 
the important effect of facilitating conditions on usage to be moderated by age and gender 
(Venkatesh et al. 2003). 
Moderators 
In this model, this section discusses the moderating factors of age, gender, experience 
and voluntariness of use. 
3.2.3 Revised Unified Theory of Acceptance and Use of Technology 
Venkatesh et al. (2012) proposed a revised model in which three constructs were added: 
price value, hedonic motivation and habit. The model was enriched with the addition of 
these three variables to make the model applicable to the customer use perspective. 
However, constructs such as performance expectancy have been shown to be the most 
reliable predictors of behavioural intention (Venkatesh et al. 2003). Vallerand (1997) 
discussed intrinsic motivation or hedonic motivation as an essential factor to determine 
behavioural intention. In previous research, hedonic motivation was considered an 
indispensable factor for determining usage and consumer behaviour (Brown & Venkatesh 
2005; Holbrook & Hirschman 1982). Further, price is considered an essential factor that 
can influence consumer behaviour (Dodds et al. 1991). Moreover, in previous studies 
(Kim, H-W et al. 2004; Lin & Wang 2006; Sanchez-Acenjo 2014), habit was considered 
an important factor to help determine technology usage. Based on these gaps, Venkatesh 
et al. (2012) included three more factors in the UTAUT2 model—habit, hedonic motivation 
and price value—to fulfil the behavioural intention and technology usage need.  
The UTAUT2 model is adopted by four key constructs (performance expectancy, effort 
expectancy, facilitating conditions and social influence) that influence customers’ 
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behavioural intention to use technology from the UTAUT model with the customer 
viewpoint. Additionally, past literature has argued that performance expectancy, effort 
expectancy and social influence determine behavioural intention towards the use of 
technology, while behavioural intention and facilitating conditions influence the actual use 
of technology (Owusu Kwateng et al. 2019; Venkatesh et al. 2003). In addition, it was 
further suggested that these new three constructs could increase the boundaries of the 
theoretical knowledge of UTUAT2. Consequently, the current study adapted the UTUAT2 
model as its theoretical model by contextualising it in the mobile telecommunications 
context. Figure 3.2 presents the UTUAT2 model with seven independent variables 
(facilitating conditions, performance expectancy, effort expectancy, social influence, 
hedonic motivation, habit and price value), three moderating variables (age, gender and 
experience) and two dependent variables (behavioural intention and user behaviour). 
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Figure 3.2 The UTAUT2 (Venkatesh et al. 2012,p.160) 
3.2.4 Proposed Model 
Based on the UTAUT2 model, marketing-mix theory and previous studies (Venkatesh et 
al. 2003), the current study’s conceptual model is presented in Figure 3.3. Cronin  et al. 
(2000) discussed four models in their research, which indicated that service price value 
has a significant effect on behavioural intention. Similarly, customer satisfaction is 
positively associated with behavioural intention. Further, Ryu et al. (2008) explored the 
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relationship between perceived value and behavioural intention. Moreover, customer 
satisfaction and image positively relate to behavioural intention. In this study, the factors 
of customer experience and customer satisfaction and the selected marketing-mix factors 
of facilitating conditions and price value (Venkatesh et al. 2012) were tested with the 
UTAUT2 model, which included seven existing factors (performance expectancy, effort 
expectancy, social influence, facilitating conditions, price value, hedonic motivation and 
habit). The facilitating conditions focused on telecommunications technical infrastructure 
availability and service issues, such as network availability. This study also included an 
additional moderating factor of user length of experience. As in previous studies, Anaman 
(2010) and Maklan and Klaus (2011) developed a customer experience model that 
included factors that affect customer experience, such as customer satisfaction and 
customer loyalty. The behavioural and attitudinal customer loyalty in light of customer 
experience have not been well investigated in recent studies (Islam & Rima 2013; Maklan 
& Klaus 2011; Meyer & Schwager 2007; Richardson 2010). There is no single framework 
to test the UTAUT2 model with customer loyalty and the factors affecting customer loyalty 
with customer experience and customer satisfaction. Thus, in this study, age, gender and 
length of experience acted as moderating factors. A moderating variable is an interacting 
term that is said to indicate the relationship between dependent and independent 
variables—whether this relationship is weak, inconsistent or non-existent (Venkatesh et 
al. 2003; Venkatesh et al. 2012, 2016; Venkatesh & Zhang 2010). Thus, moderating 
variables were introduced to strengthen the relationship (Uma & Roger 2003). 
The conceptual model that included the link between customer experience and customer 
loyalty was also based on the principles of the SERVQUAL model, which help measure 
customer experience. Previous studies have revealed that SERVQUAL helps determine 
the relationship between service quality and customer satisfaction. Service quality is 
defined as the result derived from comparing customer expectation with performance 
(Bolton & Drew 1991; Cronin & Taylor 1992). Further, it was discussed that service quality 
is not directly related to customer satisfaction, but it is a form of attitude that leads to 
satisfaction (Bolton & Drew 1991; Cronin & Taylor 1992; Marshall & Shepherd 1999; 
Parasuraman et al. 1988). Moreover, studies show that there were 10 determinants in the 
beginning to measure service quality, which were later reduced to five specific 
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determinants (Parasuraman et al. 1985). These five dimensions are tangibility, reliability, 
responsiveness, assurance and empathy. SERVQUAL helps determine the difference 
between customer expectation and perception (Parasuraman et al. 1985). Hence, this 
model measures overall customer satisfaction and its effect on behavioural intention, 
which was modified to be customer loyalty in this study. 
In the next step, the researcher identified the addition of two new constructs (customer 
satisfaction and customer experience) to better explain and theorise the conceptual 
framework. In this framework, the dependent variable of behavioural intention was 
modified with the attitudinal aspect of behavioural intention, known as customer loyalty. 
In the original UTAUT model, the relationship between facilitating conditions and 
behavioural intention was missing; however, in the revised conceptual model, the 
relationship between facilitating conditions and customer loyalty was included. This 
amendment in the model is well explained in previous studies with theoretical reasoning 
(Ajzen 1991; Eckhardt et al. 2009; Foon & Fah 2011; Taylor & Todd 1995). Further, the 
modification of behavioural intention to customer loyalty because of conceptualising an 
attitudinal aspect of behavioural intention was undertaken to enrich the concept of 
customer loyalty for this study. The role of attitude in technology acceptance and adoption 
has been well studied in previous studies (Kim et al. 2009; Taylor & Todd 1995; Yang & 
Yoo 2004). In addition, customer satisfaction plays a role in explaining customer loyalty 
and behavioural intention, as discussed in previous studies (Chou et al. 2014; Edward & 
Sahadev 2011; Liu 2012; Yang & Peterson 2004; Yuksel et al. 2010; Zhao et al. 2012). 
The relationship between customer satisfaction and customer experience is supported by 
expectation confirmation theory (Brown et al. 2008; Lee 2010; Oliver 1977; Thong et al. 
2011; Thong et al. 2006). Likewise, the relationship between customer satisfaction and 
loyalty is justified with expectation confirmation theory (Thong et al. 2011; Thong et al. 
2006). In addition, the relationship between customer experience and customer loyalty 
was added to this model. Previous literature supports the effect of customer experience 
and customer behavioural intention (Richardson 2010; Verma et al. 2012; Zins 2001). 
The factors of customer satisfaction, customer experience and customer loyalty play a 
significant role in pre- and post-purchase decision making (Ajzen 2011; De Canniere et 
al. 2009; Han & Kim 2010; Hung & Chang 2005; Luarn & Lin 2005; Ya‐Yueh & Kwoting 
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2004). Accordingly, to evaluate customer loyalty, this study’s model integrated these 
constructs alongside the other constructs of customer experience, customer satisfaction, 
selected marketing-mix factors (such as product price value) and UTAUT2 model factors. 
The UTAUT2 model caters to the behavioural and technical aspects of customer intention 
to repurchase a product or service. The comprehensiveness, validity and reliability of the 
model, as well as the dependent and independent variables’ relevance for addressing the 
research issue, encouraged the researcher to implement and validate this model in the 
context of mobile telecommunications service retention in Australia. One of the 
suggestions of Venkatesh et al. (2012) to future researchers was to identify the services 
and applications of the UTAUT2 in different fields and technologies, especially in the 
consumer behaviour field, such as mobile telecommunications, banking and IT. 
Therefore, the current researcher expanded the UTAUT2 model to address the customer 
loyalty issue by developing a new operationalisation of marketing-mix factors and 
incorporating new factors, such as customer experience and customer satisfaction. 
The model was modified to fit the context of this study in mobile telecommunications. The 
UTAUT2 model also fulfils the requirement of marketing-mix factors for this study, such 
as product, price, plan, place, process and promotion. The UTAUT2 and marketing-mix 
theory were the most appropriate theories for this research problem. This model also 
supported the effect of social influence through social networking, using marketing and 
advertising tools for the promotion of products and services. The revised model could 
also consider the influence of moderators that are thought to influence the three direct 
determinants of gender, age and length of experience (such as length of using mobile 
products and services). Appendix H presents the theories as applied in different studies 
in IS, banking, IT, mobile telecommunications, education, e-commerce, online ticketing 
and e-government services. The appendix presents the studies and their theoretical 
contributions to the body of knowledge in the fields of business, IS, marketing, 
management and social science. It discusses these studies using the UTAUT, UTAUT2, 
marketing-mix theory, expectation confirmation theory and SERVQUAL model. Appendix 
H presents the theories used in different studies and provides the theoretical background 
of each study. 
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Previously, Madan and Yadav (2016) emphasis on the marketing literature that has been 
identified with some flaws and inconsistencies in the adoption of IS/IT patterns worldwide, 
and these inconsistencies and complexities are difficult to explain with a single model or 
theory. As such, the current research adopted the framework of existing models with the 
integration of two new variables: customer satisfaction and customer experience. The 
UTAUT2 model also examined the moderating effect of age, gender and experience on 
the proposed relationships. The previous theories and frameworks and their keys findings 
are presented in Table 3.1. This table shows the previous studies and models, including 
their independent, moderating and dependent variables. Moreover, this table indicates 
the key contributions of each study, such as the application of theories in the field of 
mobile banking, IT, education, IS, telecommunications, applications, online shopping and 
government e-services. These studies also show the previous literature in the 
development of the UTAUT2 model, along with the relationship between different 
variables. 
Table 3.1 presents the past theories used in the area of technology adoption and user 
acceptance. The table shows details of the dependent and independent variables for the 
TRA, TAM, IS success model, TPB, DOI, TAM extension, extended TAM, UTAUT, TAM3 
and UTAUT2. The UTUAT2 model used in this study is a synthesised model from 
previous studies. The below table presents the theories that helped in the development 
of the UTAUT2 model. 
Table 3.1 Summary of Theories 
Major Theories Dependent Variable Independent Variable Key Findings 
TRA (Fishbein & 
Ajzen 1975) 
Behavioural intention, 
behaviour 
Subjective norms, 
attitude 
Attitude and subjective norms 
play a vital role in examining 
behavioural intention. 
TAM (Davis 
1989) 
Behaviour, user 
acceptance 
Perceived usefulness, 
perceived ease of use 
Both perceived usefulness and 
perceived ease of use are 
strong determinants of user 
behaviour and acceptance. 
IS success model 
(DeLone & 
McLean 1992) 
User satisfaction, 
usage (use) 
Information quality, 
system quality 
Information and system quality 
lead to high usage and user 
satisfaction. 
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TPB (Ajzen 
1991) 
Behaviour Subjective norms, 
perceived behavioural 
control 
Attitude is positively associated 
with behavioural intention. 
DOI (Roger 
1995) 
Adoption Relative advantage, 
compatibility, 
complexity, trialability, 
observability 
Examines the factors affecting 
adoption, including relative 
advantage, compatibility, 
complexity, trialability and 
observability. 
TAM extension 
(Jackson et al. 
1997) 
Behavioural intention Situational involvement, 
intrinsic involvement, 
perceived usefulness 
Attitude significantly affects 
behavioural intention. 
Extended TAM 
(TAM2) 
(Venkatesh & 
Davis 2000) 
Usage behaviour, 
intention to use 
Subjective norms, 
image, job relevance, 
result demonstrability, 
perceived usefulness, 
perceived ease of use 
Subjective norms and image are 
significant factors determining 
intention to use. 
UTAUT 
(Venkatesh et al. 
2003) 
Behavioural intention, 
behaviour 
Performance 
expectancy, social 
influence, facilitating 
conditions, effort 
expectancy 
Performance expectancy, social 
influence and effort expectancy 
positively influence behavioural 
intention. Facilitating conditions 
are not significant in determining 
behavioural intention, but are 
significant in affecting usage, 
along with intention. Around 70 
per cent variance is observed in 
usage intention. 
TAM3 
(Venkatesh & 
Bala 2008) 
Behavioural intention, 
behaviour 
Subjective norms, 
image, job relevance, 
result demonstrability, 
perceived usefulness, 
perceived ease of use, 
output quality, result 
demonstrability 
Extension of the TAM2 model by 
adding two new variables: 
output quality and result 
demonstrability. 
UTAUT2 
(Venkatesh et al. 
2012) 
Behavioural intention, 
behaviour 
Facilitating conditions 
(FC), performance 
expectancy (PE), effort 
expectancy (EE), social 
influence (SI), price 
value (PV), hedonic 
motivation (HM), habit 
(HT) 
Performance expectancy, 
facilitating conditions, effort 
expectancy, social influence, 
price value, hedonic motivation 
and habit are all positively 
associated with behavioural 
intention. Habit directly 
influences usage and 
behavioural intention. UTAUT2 
model is successful in 
explaining the 74 per cent 
variance in intention. 
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(Wu & Wang 
2005) 
Behaviour intention to 
use mobile commerce 
and actual use 
Perceived usefulness, 
perceived ease of use, 
cost, perceived risk, 
compatibility 
Role of perceived usefulness, 
perceived risk and compatibility 
are significant in influencing 
behavioural intention to use 
mobile commerce. Behavioural 
intention is significant in 
determining actual use. 
(Yang 2010) Behavioural intention Utilitarian performance 
expectancy, hedonic 
performance 
expectancy, effort 
expectancy, social 
influence, facilitating 
conditions, attitude 
Effort expectancy is a major 
factor affecting utilitarian and 
hedonic performance 
expectancy. Thus, the hedonic 
aspect of mobile shopping is 
crucial for American customers’ 
intention to use online mobile 
shopping services. 
3.3 Hypotheses Development 
This section presents the proposed hypotheses for this research. These hypotheses were 
formulated in light of the research question discussed in Chapter 1. They derived from 
the research model and were tested using an online survey method. Further, the 
hypotheses were tested using partial least squares structural equation modelling (PLS-
SEM), as presented in Chapter 6. As the basis to formulate a conceptual framework for 
this research, the researcher considered the 10 latent variables discussed in Figure 3.3 
as significant to directly influence customer loyalty to use mobile telecommunications 
products and services in Australia. These latent variables were facilitating conditions, 
performance expectancy, effort expectancy, social influence, habit, hedonic motivation 
and price value, as well as two newly added constructs—customer satisfaction and 
customer experience. 
Facilitating conditions is defined as the degree to which an individual believes that 
organisational and technical infrastructure exists to support the use of the system 
(Venkatesh et al. 2003, p. 453). Previous theories, such as TPB, DOI and TAM, defined 
three different constructs: perceived behavioural control, facilitating conditions and 
comparability. As discussed by Venkatesh et al. (2003, p. 453), the definition of facilitating 
conditions articulates aspects of all three constructs. Moreover, facilitating conditions was 
discussed initially by Triandis (1979), who defined facilitating conditions as the factors in 
 78 
an environment that obstruct or make an activity easier to perform for an individual. In the 
UTAUT model, all three constructs (perceived behavioural control, facilitating conditions 
and compatibility) are incorporated into one construct of facilitating conditions. Venkatesh 
et al. (2003) observed that each of the constructs includes some aspects of environmental 
support intended to remove barriers to system use, and all three constructs overlap. 
Moreover, empirical evidence from the study indicated that the relationship between each 
construct and behavioural intention was the same (Venkatesh et al. 2003). Further, there 
was similarity in the measurement items to calculate the facilitating conditions construct. 
Facilitating condition indicates to what extent a person perceives that the use of mobile 
products and services is supported by service providers and their technical infrastructure 
(Miltgen et al. 2013). Moreover, facilitating conditions for infrastructural and technological 
innovations—which include mobile service provider call centre support, applications 
support, peer support, sufficient resources and knowledge—can provide an efficient firm 
foundation to both positive feelings and mobile system product and service usage 
(Albashrawi & Motiwalla 2017). Customer loyalty plays an important role in the mobile 
telecommunications industry. The evolution of technologies and introduction of the 
superior services along with better customer services help reduce switching behaviour 
and encourage customer loyalty towards service providers, with positive word-of-mouth 
and recommendations (Saroha & Diwan 2017, 2019). 
Extending prior research (Abubakar & Ahmed 2013; AbuShanab & Pearson 2007; 
Dwivedi et al. 2017; Hoque & Sorwar 2017; Slade et al. 2015; Williams et al. 2015), the 
current study hypothesised that facilitating conditions comprises environmental support 
(such as organisational infrastructure) and technical support to use mobile services and  
IT support system. The literature shows facilitating conditions to positively influence 
behavioural intention, such as customer loyalty and likelihood to recommend the 
company through positive word-of-mouth. Hence, it was reasonable to expect a positive 
relationship to exist between facilitating conditions and customer loyalty in the context of 
mobile telecommunications products and services. As such, the following hypothesis was 
proposed: 
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Hypothesis 1: A positive significant association exists between facilitating 
conditions and customer loyalty in using mobile telecommunications products 
and services. 
Another major variable found in the UTAUT model is effort expectancy. This research 
included the variable of effort expectancy (EE) to emphasise ease of use—that is, how 
easily individuals feel they can use mobile products and services, and how much strength 
of ease exists in the use of mobile products and services. Based on technology usage, 
customers need to decide whether mobile products and services have simplified their 
daily lives. Effort expectancy captures the essence of three constructs from previous 
models: perceived ease of use (TAM/TAM2), complexity (MPCU) and ease of use (DOI). 
Venkatesh et al. (2003) discussed 10 similarities among the constructs’ definitions and 
measurement scales that created an overlap; thus, previous models were synthesised 
into effort expectancy. Effort expectancy is defined as ‘the degree of ease associated with 
the use of system’ (Venkatesh et al. 2003, p. 450). Previous research discussed the 
similarities among the constructs and concluded that the constructs overlapped (Davis 
1989; Moore & Benbasat 1991; Plouffe et al. 2001; Thompson et al. 1991; Venkatesh et 
al. 2003). Hence, Venkatesh et al. (2003) integrated the three constructs of perceived 
ease of use, complexity and ease of use into effort expectancy. 
In this study, effort expectancy was used to determine whether users could efficiently and 
easily use a product or service of a mobile network, such as whether it was easy for 
customers to use 3G, 4G and LTE mobile telecommunications services to access the 
internet and other data services. Further, all these are important factors to determine 
whether the mobile service and support system are easy to use (Owusu Kwateng et al. 
2019; Venkatesh et al. 2012). Venkatesh et al. (2003) discussed that the ease associated 
with individuals’ use of a system can differ because of gender and age. However, these 
influences can reduce as user experience and expertise in the system increase. As 
aforementioned, effort expectancy is explained as a concept that determines how easily 
a product or service can be used—that is, at what level customer sense about technology 
that it is easy to use (Sair & Danish 2018). The adoption of a certain behaviour may vary 
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according to geographic area, culture and ethnic background; therefore, customers 
behave differently around the world. 
Sair and Danish (2018) and Teo and Noyes (2014) recently conducted research on 
mobile commerce intentions to use technology, and their studies emphasised the 
importance of effort expectancy associated with customer intention to continue using 
mobile commence services. However, recent studies on the adoption of technologies and 
services did not find a direct relationship between effort expectancy and behavioural 
intention (Morosan & Defranco 2016; Oliveira et al. 2016). Further, another recent study 
found an indirect effect of effort expectancy on behavioural intention (Escobar-Rodríguez 
& Carvajal-Trujillo 2013; Oh et al. 2009; Sair & Danish 2018). This study observed the 
positive effect of effort expectancy on performance expectancy and behavioural intention 
(Alalwan et al. 2017; Alalwan et al. 2015; Baabdullah et al. 2019; Herrero & San Martín 
2017; Oliveira et al. 2016). Another study found that effort expectancy has a positively 
significant effect on customer behavioural intention in an online mobile service 
environment (Hung & Chang 2005). In light of previous research in the context of IS and 
3G mobile service usage, it has been concluded that there is a relationship between effort 
expectancy and customer loyalty (Venkatesh et al. 2003; Venkatesh et al. 2012; Wu et 
al. 2008). The discussion and findings from the previous literature indicate that effort 
expectancy is a significant determinant that has a positive strong influence on customers’ 
behavioural intention (customer intention to remain loyal to mobile products and services). 
Hence, it was reasonable to expect a positive relationship to exist between effort 
expectancy and customer loyalty in the context of mobile telecommunication products 
and services. Thus, the following hypothesis was proposed: 
Hypothesis 2: A positive significant association exists between effort expectancy 
and customer loyalty in using mobile telecommunications products and services. 
Social influence is defined as ‘the degree to which an individual perceives that how 
important others believe he or she should use the new system’ (Venkatesh et al. 2003, p. 
451). For this study, social influence referred to the extent to which a person feels that 
mobile products or services should be used by their social network (Miltgen et al. 2013). 
Social influence is discussed as a direct determinant of behavioural intention. In previous 
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models, such as TAM/TAM2, TPB and TRA, it is presented as subjective norms. Likewise, 
social factors in MPCU and image in DOI are discussed as subjective norms. In previous 
studies, the term ‘social norms’ was used to define the construct and acknowledge that it 
is similar to the subjective norms discussed in TRA (Burchell et al. 2013; Cropanzano & 
Mitchell 2005; Thompson et al. 1991). Further, these constructs have different labels and 
each consider individuals’ behaviour, which is influenced by the way they believe others 
will observe them as a result of using the technology. Additionally, Venkatesh and Davis 
(2000) discussed that social influence has a direct effect on intention. Venkatesh et al. 
(2003) further discussed that social influence has an immense effect on individual 
behaviour. In this study, social influence was affected by factors such as age, gender, 
experience and voluntary use. Wu et al. (2008) argued that social influence only occurs 
at the beginning of use. After usage has occurred for a while, social influence does not 
have considerable effect on customer behavioural intention. Nonetheless, individuals 
may express their level of interest, satisfaction and commitment towards mobile products 
and services when the service provider is acknowledged by their social network, which 
includes family, friends and colleagues (Albashrawi & Motiwalla 2017). Additionally, a 
positive attitude can be affected by recommendations of the social circle (Chan et al. 
2010). As customer loyalty is conceptualised as a part of behavioural intention from the 
attitudinal perspective. Consequently, in this study, the following hypothesis was 
proposed: 
Hypothesis 3: A positive significant association exists between social influence 
and customer loyalty in using mobile telecommunications products and services. 
Performance expectancy is defined as ‘the degree to which an individual believes that 
using the system will help him or her to attain gains in job performance’ (Venkatesh et al. 
2003, p. 447). This definition explains performance expectancy in the IS context. As 
performance expectancy is derived and developed from (TAM’s) perceived usefulness 
(Venkatesh et al. 2003), it is deemed a major element of user satisfaction (Albashrawi & 
Motiwalla 2017; Chan et al. 2010). In previous models, there are five constructs that 
integrate to indicate performance expectancy: perceived usefulness (TAM/TAM2 and 
TPB), extrinsic motivation (MM), job fit (MPCU), relative advantage (DOI) and outcome 
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expectations (social cognitive theory). These constructs overlap in the context and 
measurement scale. Venkatesh et al. (2003) discussed performance expectancy as one 
of the most influential predictors of intention, and the items and content of this construct 
are consistent with previous model tests (Agarwal & Prasad 1998; Compeau & Higgins 
1995; Davis et al. 1992; Taylor & Todd 1995; Venkatesh & Davis 2000). However, 
Venkatesh et al. (2003) argued that performance expectancy and behavioural intention 
are moderated by gender and age. A number of studies suggest that performance 
expectancy is significantly related to customer positive attitude and satisfaction, such as 
for banking services/IS (Brown et al. 2008) and mobile internet services (Thong et al. 
2006). This research examined performance expectancy in the mobile service context to 
investigate its effect on behavioural intention (customer intention to remain loyal to mobile 
product and service providers). Thus, the following hypothesis was proposed: 
Hypothesis 4: A positive significant association exists between performance 
expectancy and customer loyalty in using mobile telecommunications products 
and services. 
customer experience is described as an internal and subjective response when 
customers have direct or indirect interactions with a company (Meyer & Schwager 2007). 
Customer experience has not been considered as a separate construct in previous 
studies (Ozlem 2009; Parasuraman et al. 1985, 1988; Zeithaml 1981, 2000). Researchers 
were more focused on customer satisfaction and service quality. Customer experience 
originates from a set of interactions between a customer and a product, company or part 
of an organisation, which provokes a reaction. This experience is strictly personal and 
implies the customer’s involvement at different levels (rational, emotional, sensorial, 
physical and spiritual) Gentile et al. (2007, p. 397). Service quality attributes for mobile 
services were studied in previous research to measure customer experience (Anaman 
2010). Service quality was studied as part of customer experience in this study, and was 
linked with behavioural intention to remain loyal in previous studies (Cronin  et al. 2000; 
Lopez-Nicolas et al. 2008; Zeithaml et al. 1996). To provide a theoretical underpinning for 
the inclusion of additional variables, such as customer experience and customer 
satisfaction, expectation confirmation theory is explained. Expectation confirmation 
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theory states that expectations and perceived performance lead to post-purchase 
satisfaction and loyalty. This outcome is mediated through positive or negative 
disconfirmation between expectations and performance. If a product outperforms 
expectations (positive disconfirmation), post-purchase satisfaction will result. If a product 
falls short of expectations (negative disconfirmation), the consumer is likely to be 
dissatisfied (Oliver 1981; Spreng & Mackoy 1996). There are four primary constructs in 
this theory: expectation, perceived performance, disconfirmation and satisfaction. This 
theory measures the effect of disconfirmation and perceived performance on satisfaction. 
For this study, customer experience was gauged by measuring service quality, as service 
quality has been conceptualised as a subset of customer experience (Anaman 2010). 
Service quality is defined as ‘the comparison that the customer makes between their 
expectation about service and the perceived performance of the service’ (Caruana 2002, 
p. 813). Similarly, customer experience was explained by Millard (2006) as the expected 
gap between the level of experience that a customer thinks they should receive and the 
level they actually receive. Therefore, expectation and perceived performance play a vital 
role in customer satisfaction and post-purchase behaviour, such as customer retention. 
This theory underpins the relationship between customer experience and behavioural 
intention, which ultimately leads to customer loyalty. Hence, the following hypothesis was 
proposed: 
Hypothesis 5: A positive significant association exists between customer 
experience and customer loyalty in using mobile telecommunications products 
and services. 
Customer satisfaction is defined as an output that results from a customer’s pre-purchase 
comparison of expected performance with perceived actual performance and incurred 
cost (Churchill  & Surprenant 1982). In the literature (Aydin & Ozer 2005), customer 
satisfaction is discussed as an overall evaluation based on total purchase and 
consumption experience with products and services over a period. In previous studies 
(Baker et al. 2000; Patterson & Spreng 1997; Schurr & Ozanne 1985), the relationship 
between customer satisfaction and behavioural intention (post-purchase intention) was 
explored in the field of business and marketing. In this study, satisfaction was defined as: 
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the degree to which a business’ product or service performance matches up to the 
expectation of the customer. If the performance matches or exceeds the expectation, 
then the customer is satisfied, if the performance is below par, then the customer is 
dissatisfied (Roberts-Lombard 2009, p. 73). 
In this study, customer satisfaction and behavioural intention to remain loyal were 
hypothesised in a mobile service context. Customer satisfaction and intention to 
repurchase products and services were explored in past studies (Fang et al. 2011; Jones 
et al. 2000; Tsai & Huang 2007). It is not easy for firms to maintain a link between 
customer satisfaction and repurchase behaviour (Mittal & Kamakura 2001). As a result, 
many academics have undertaken research to determine or explain how behavioural 
intention (customer retention, loyalty, repurchase intention, post-purchase intention and 
continuous usage) is related to customer repurchase behaviour (Aydin & Ozer 2005; 
Bloemer & Kasper 1995; Cronin  et al. 2000; Dabholkar et al. 2000; De Canniere et al. 
2009; Kuo & Yen 2009; Liu 2012; Turel et al. 2007; Yang & Peterson 2004; Zhou 2013). 
Customer satisfaction and behavioural intention (which is conceptualised as continue 
intention, repurchase behaviour, repurchase intention and customer loyalty) has been 
tested in other service industry contexts, while customer satisfaction is a new variable in 
the current study (Bhatti et al. 2017b; Bodet 2008; Mpwanya & Letsoalo 2019; Taylor & 
Baker 1994). Additionally, satisfaction has been validated as a determinant of customer 
loyalty in mobile phone usability services (Lee & Chung 2009). In the context of a mobile 
service study, there is a need to determine the relationship between customer satisfaction 
and customer loyalty (Casalo et al. 2010; Klaus & Maklan 2013; Ozlem 2009; Saroha & 
Diwan 2017, 2019). Hence, the following hypothesis was proposed: 
Hypothesis 6: A positive significant association exists between customer 
satisfaction and customer loyalty in using mobile telecommunications products 
and services. 
As discussed previously, expectation confirmation theory helps underpin the relationship 
between customer satisfaction and behavioural intention, which helps determine 
customer loyalty. Satisfaction refers to the affective reaction that individuals experience 
when interacting with mobile products and services (Cenfetelli et al. 2008). Satisfaction 
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has been predominantly proposed as one of the most important IS metrics for both 
behavioural intention and actual use (Urbach & Mueller 2011). Moreover, there is a very 
good chance of developing customer positive attitude and loyalty towards mobile 
services/products if customers have an enjoyable and pleasant experience with a service 
provider (Albashrawi & Motiwalla 2017). In the banking industry, banks sustain customer 
satisfaction among mobile banking customers, which may help sustain mobile banking 
usage (Albashrawi & Motiwalla 2017). In addition, customer experience (which is 
customers’ perceived expectations of a product or service) plays an important role in 
predicting customers’ future behaviour (Anaman 2010). Additionally, customer 
experience has a positive effect on customer satisfaction (Bhatti et al. 2017b; Klaus & 
Maklan 2013; Ofir & Simonson 2007). Therefore, the following hypothesis was proposed: 
Hypothesis 7: A positive significant association exists between customer 
experience and customer satisfaction in using mobile telecommunications 
products and services. 
Hedonic motivation is defined as the fun or pleasure derived from using technology, and 
has been shown to play an important role in determining technology acceptance and use 
in IS, IT, telecommunications and banking (Brown & Venkatesh 2005; Chang et al. 2019; 
Gharaibeh & Arshad 2018; Herrero & San Martín 2017; Kang et al. 2015; KIT 2014; 
Morosan & Defranco 2016; Owusu Kwateng et al. 2019; Venkatesh et al. 2012). Hedonic 
motivation is equally important as other factors because if service providers are not 
entertaining or customers are not receiving enjoyment when using a product or service, 
then the customer may switch to other service providers that provide hedonic motivation 
in their services (Arnold & Reynolds 2003; Chang et al. 2011; Escobar-Rodríguez & 
Carvajal-Trujillo 2014; Waterman et al. 2008). In IS studies in the area of banking and IT, 
hedonic motivation has been discussed as an integral part of technology acceptance and 
usage behaviour (Gerpott et al. 2001; Thong et al. 2006; van der Heijden 2004; Venkatesh 
et al. 2012). From a consumer perspective, hedonic motivation has been determined as 
a vital aspect of technology acceptance and use (Brown & Venkatesh 2005; Escobar-
Rodríguez & Carvajal-Trujillo 2013, 2014; Venkatesh et al. 2012; Waterman et al. 2008). 
In this study, hedonic motivation was examined for mobile services, such as internet and 
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data services (e.g., 3G, 4G and LTE) that help access mobile service applications, online 
games and entertainment. In the literature (Hausman 2000), there is a link between 
hedonic shopping motives and impulse buying behaviour, which is based on past fun or 
entertainment experiences. Venkatesh et al. (2012) determined the effect of hedonic 
motivation on behavioural intention to be moderated by age, gender and experience 
(length of usage). Thus, in this study, hedonic motivation was considered to positively 
influence customer loyalty (attitudinal behavioural intention) in the context of mobile 
services. Thus, the following hypothesis was proposed: 
Hypothesis 8: A positive significant association exists between hedonic 
motivation and customer satisfaction in using mobile telecommunications 
products and services. 
As discussed in previous studies (Dodds et al. 1991; Venkatesh et al. 2012), the cost and 
pricing structure may have a significant effect on consumers’ technology or service use. 
Service cost is an important element from customers’ perspective. For instance, the 
technologies and services discussed in previous studies, such as wireless access 
protocol (Hung & Chang 2005), mobile internet service (Hsu et al. 2007; Turel et al. 2007) 
and SMS (Chan et al. 2008) in China, there is an evidence for the popularity of the SMS 
in China because of its low cost compared with the other available services (e.g., mobile 
internet services and value-added services). Price is one of the marketing-mix factors 
discussed by Kotler (2003). For product and service evaluation in marketing research, 
price is often conceptualised with the quality of the service or product to determine the 
perceived value (Parasuraman et al. 1988; Zeithaml 1988). Product price value is defined 
as consumers’ cognitive trade-off between the perceived benefits of the application and 
the monetary cost of using it (Dodds et al. 1991). Product pricing affects future customer 
behavioural intention (customer loyalty) (Turel et al. 2007). Price value affects customer 
behavioural intention (repurchase behaviour, continuous buying intention and customer 
loyalty) (Chang et al. 2019; Escobar-Rodríguez & Carvajal-Trujillo 2013; Khan et al. 2017; 
KIT 2014). Therefore, this study proposed the following hypothesis: 
Hypothesis 9: A positive significant association exists between price value and 
customer loyalty in using mobile telecommunications products and services. 
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Venkatesh et al. (2012) added habit to the UTAUT model. Habit has been conceptualised 
with experience in previous studies (Kim & Malhotra 2005). In the original UTAUT model, 
Venkatesh et al. (2003) discussed the use of technology behaviour, which changes from 
the initial use of technology by an individual. Habit is defined as the degree to which an 
individual performs behaviour automatically because of learning (Limayem et al. 2007). 
Further, researchers such as Kim, H-W et al. (2004) related habit with automaticity. 
Feedback from previous experiences and learning influences different beliefs and 
subsequently influences future behavioural performance. Thus, the habit construct 
reflects the result of prior experience. In addition, the literature has revealed that 
customers who have used products and services in the past are more easily influenced 
to adopt new similar technology in future (Crabbe et al. 2009). Likewise, habit is an 
essential predictor that can divert the intentions of customers (Chuang 2011) and has a 
strong effect on behavioural intention (Nikou & Bouwman 2014). Venkatesh et al. (2012) 
discussed the relationship between habit and behavioural intention to remain loyal 
(customer loyalty in the mobile phone context). The findings of their study indicated that 
habit has a strong influence on customers’ behavioural intention (Venkatesh et al. 2012). 
This study explored habit in the context of mobile telecommunications service. Therefore, 
the following hypothesis was proposed: 
Hypothesis 10: A positive significant association exists between habit and 
customer loyalty in using mobile telecommunications products and services. 
Moderating Factors 
In the UTAUT2 model, moderating factors such as age, gender, experience and 
voluntariness are discussed. The effect of moderating factors is determined by marketing-
mix factors, such as facilitating conditions, effort expectancy and social influence. 
Similarly, for factors such as habit, hedonic motivation and behavioural intention, the 
effects of the moderating factors of age, gender and length of experience are tested 
(Venkatesh et al. 2012). 
Age, Gender and Experience 
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In the UTAUT model, further discussion has revealed the roles of other relevant variables, 
such as age, gender and experience. Moreover, performance expectancy indicates a 
positive relationship with behavioural intention. In this case, considering a gender variable 
as a moderating factor indicated that males are significantly more influenced than females 
in terms of performance expectancy and behavioural intention (Venkatesh et al. 2003; 
Wu et al. 2008). Further, studies indicated that social influence is more significant among 
older employees (Eckhardt et al. 2009). Numerous previous studies highlighted the 
influence of gender (male or female) on behavioural intention (Wu et al. 2008). 
Performance expectancy links the influence towards behavioural intention (Venkatesh et 
al. 2003; Wu et al. 2008) and previous studies indicated that it is more significant in 
females than males. Similarly, in terms of social influence, females are more concerned 
than males about the views of other people (San Martín & Herrero 2012; Shao & Siponen 
2011; Slade et al. 2015; Williams et al. 2015). In contrast, in a study related to education, 
male teachers were more sensitive to social influence than were females (Ning et al. 
2019). Moreover, effort expectancy is positively related to behavioural intention, where 
females are more significant than males (Sair & Danish 2018; Shao & Siponen 2011). 
The intensity of collective influence decreases with the passage of time as individuals 
gain more experience. In previous studies, experience was conceptualised as an 
opportunity to use technology, and was typically operationalised as the passage of time 
from the initial use of technology by an individual (Kim & Malhotra 2005; Venkatesh et al. 
2003; Venkatesh et al. 2012). Hence, this study tested the moderating effects of age, 
gender and experience for each variable in the conceptual framework mentioned above. 
Prior studies have examined whether performance expectancy and effort expectancy are 
positively related to behavioural intentions in the presence of moderating factors, such as 
age, gender, education, experience, technology acceptance and voluntariness 
(AbuShanab & Pearson 2007; Mandal & McQueen 2012; Venkatesh et al. 2012). 
Similarly, in the UTAUT, the relationship between facilitating conditions, such as technical 
and organisational infrastructure, is positively associated with actual behaviour 
(Venkatesh et al. 2003). 
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In this study, facilitating conditions served as the service marketing factor to support the 
conceptual model. Thus, the relationship between facilitating conditions and customer 
retention was tested in the presence of a moderating variable, such as experience. In the 
UTAUT, the direct relationship between facilitating conditions and behavioural intention 
is determined in the context of technology use (Venkatesh et al. 2003). Similarly, the 
relationship between facilitating conditions and actual behaviour is measured in the 
presence of the moderator of experience (Venkatesh et al. 2012). In this study, facilitating 
conditions served as a proxy to actual behavioural control and influence behaviour directly 
(Ajzen 1991). However, facilitating conditions in the environment that are available to 
each customer can vary across mobile phones, services, customer service, call centre 
services, technology generation and applications (Venkatesh et al. 2012). In this context, 
facilitating conditions act like perceived behavioural control in the TPB, and can influence 
behavioural intention and customer retention (behaviour) (Ajzen 1991). A customer with 
access to a favourable set of facilitating conditions is more likely to have greater intention 
to use a technology (Venkatesh et al. 2012). In this study, customers with different mobile 
operators and phones may experience different rates of data and voice services, and thus 
have different intentions to use mobile internet and voice services. Therefore, customers 
may have different levels of intention to use mobile products and services. Thus, 
Venkatesh et al. (2012) argued to use the general model of TPB and link facilitating 
conditions to both behavioural intention and behaviour. Moreover, Venkatesh et al. (2012) 
argued that gender, age and length of experience have a collective effect on the link 
between facilitating conditions and intention. 
As discussed earlier, facilitating conditions supporting mobile technical infrastructure from 
service providers are an important factor for mobile telecommunications customers. 
Retired and older customers face complexities and obstacles when dealing with complex 
mobile systems, services and applications, and usually seek to secure help and support 
before choosing to use any product or service (Escobar-Rodríguez & Carvajal-Trujillo 
2013; Venkatesh et al. 2008; Yang & Forney 2013; Zhou 2013). Additionally, mature and 
aged women place importance on facilitating conditions (Mansoori et al. 2018; Owusu 
Kwateng et al. 2019; Venkatesh et al. 2003). These factors resulted in the formulation of 
the following hypothesis: 
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Hypothesis 11: Age moderates the association between facilitating conditions 
and customer loyalty in using mobile telecommunications products and services. 
As a result of differences in the biological and physical characteristics of men and women, 
facilitating conditions are anticipated to be affected by gender strongly, as compared with 
customers’ age (Ameen & Willis 2018; Mansoori et al. 2018). Moreover, men rely more 
on facilitating conditions when using a new product or service, while women prefer to 
receive additional external support (Venkatesh et al. 2012). This argument was further 
endorsed by other researchers (Escobar-Rodríguez & Carvajal-Trujillo 2013; Yang & 
Forney 2013; Zhou 2013). Based on this information, the following hypothesis was 
formulated: 
Hypothesis 12: Gender moderates the association between facilitating conditions 
and customer loyalty in using mobile telecommunications products and services. 
Men are happier to invest more effort and time to overcome complexities, challenges and 
obstacles to achieve their targets (Morris et al. 2005; Owusu Kwateng et al. 2019; Plude 
& Hoyer 1986). Women with less experience are more likely to be interested in obtaining 
external support or assistance to make their work easier (Venkatesh et al. 2012). These 
findings emphasise the importance of experience as a moderating role in facilitating 
conditions. Hence, this research formulated the below hypothesis: 
Hypothesis 13: Experience (length of usage) moderates the association between 
facilitating conditions and customer loyalty in using mobile telecommunications 
products and services. 
Effort expectancy (EE) refers to the ease with which an individual can use a system 
(Venkatesh et al. 2012). The design of an IS or device, such as a mobile phone, can allow 
the user to understand the critical factors of accepting IT readily—for example, whether 
the function and applications of a mobile device are clear and easy to understand for 
mobile 3G or 4G users (Venkatesh et al. 2012). 
In this study, age was categorised into several brackets in the demographic questions of 
the survey. Age plays an essential role when discussing effort expectancy, as older 
 91 
customers try to avoid complicated and tedious processes, which affects their decisions 
about whether or not to use IS, IT, banking and telecommunications products, services 
or systems (Venkatesh et al. 2003). This hypothesis was advocated by Mansoori et al. 
(2018), Owusu Kwateng et al. (2019) and Venkatesh et al. (2003). In the context of mobile 
telecommunications products and services, this study hypothesised that age plays a 
moderating role between effort expectancy and behavioural intention: 
Hypothesis 14: Age moderates the association between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
The moderating factor of gender affects the relationship between effort expectancy and 
behavioural Intention (Ning et al. 2019; Sair & Danish 2018; Venkatesh et al. 2012). 
Venkatesh et al. (2003) argued that male customers depend more on performance and 
ease of use when deciding to adopt a new technology in IT or IS (Mansoori et al. 2018). 
Further, many other researchers have advocated this hypothesis (Oh et al. 2009; Sair & 
Danish 2018; San Martín & Herrero 2012). Therefore, the following hypothesis was 
proposed: 
Hypothesis 15: Gender moderates the association between effort expectancy 
and customer loyalty in using mobile telecommunications products and services. 
In the original UTAUT model, Venkatesh et al. (2003) argued that experience (length of 
product or service usage) can influence the relationship between effort expectancy and 
behavioural intention. Moreover, this relationship is altered by people who have less 
experience with the IT system. Later studies also supported the argument regarding the 
moderating factor of experience (Owusu Kwateng et al. 2019; Venkatesh et al. 2012). In 
the context of mobile telecommunications products and service, the following hypothesis 
was formulated: 
Hypothesis 16: Experience (length of usage) moderates the association between 
effort expectancy and customer loyalty in using mobile telecommunications 
products and services. 
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In previous studies (Fornell 1992; Kim, M-K et al. 2004), social influence was considered 
a switching barrier, as it describes customers’ complexity in switching from one service 
provider to another because of dissatisfaction, time, finances or social influence. The 
marketing literature has shown some evidence of social influence, in which customers 
are influenced to make decisions, and hence helped in customer retention (Zhou & Lu 
2011). However, this topic has not been well investigated in the literature in 
telecommunications (Sair & Danish 2018). Social influence refers to the degree to which 
an individual senses that a person important to them thinks they should use a new system 
(Venkatesh et al. 2012). Venkatesh et al. (2003) argued that the relationship between 
social influence and use intention would be influenced by moderating factors, such as 
age, gender, experience and voluntary use. 
The prior literature has discussed the moderating factor of age in many studies (Owusu 
Kwateng et al. 2019; Venkatesh et al. 2003; Venkatesh et al. 2012). Previous studies in 
this field connect customer age to technology acceptance and usage (Owusu Kwateng et 
al. 2019). Older people have different requirements regarding affiliation, support and extra 
facilitation (Mansoori et al. 2018). In addition, Venkatesh et al. (2003) claimed that older 
customers are more influenced by others when deciding whether to accept or reject IT, 
system and IS technology (Khan et al. 2017; Mansoori et al. 2018). Consequently, the 
present study formulated the following hypothesis in the customer loyalty context in the 
mobile telecommunications sector: 
Hypothesis 17: Age moderates the association between social influence and 
customer loyalty in using mobile telecommunications products and services. 
Ning et al. (2019), Owusu Kwateng et al. (2019) and Venkatesh et al. (2012) argued that 
the relationship between social influence and behavioural intention is influenced by 
gender, with females more responsive to other people’s views when embracing new 
technology to enhance their decision-making competencies. This hypothesis was 
endorsed by previous studies (Arain et al. 2019; Herrero & San Martín 2017; Khan et al. 
2017; Venkatesh et al. 2012). In the context of this study, the following hypothesis was 
developed: 
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Hypothesis 18: Gender moderates the association between social influence and 
customer loyalty in using mobile telecommunications products and services. 
Social influence has become an essential factor when using new mobile products and 
services because of the influence of friends, family, extended family and social networking 
(Bhatti et al. 2017a, 2020). Social influence is considered a vital factor, particularly when 
a new system is presented to customers with little prior experience (Mansoori et al. 2018; 
Venkatesh & Davis 2000; Venkatesh et al. 2003). Hence, this study suggested the 
following hypothesis: 
Hypothesis 19: Experience (length of usage) moderates the association between 
social influence and customer loyalty in using mobile telecommunications 
products and services. 
Performance expectancy (PE) refers to the degree to which the user believes that using 
an IS can improve work performance (Venkatesh et al. 2003). Further, Venkatesh et al. 
(2003) argued that customers can obtain significant rewards after using an IS. Moreover, 
studies indicate that age and gender significantly affect performance expectancy. 
Therefore, it has been concluded that male and young workers who achieve performance 
will be more outstanding than other groups of users (Wu et al. 2008).  
The original UTAUT model (Venkatesh et al. 2003) and extended version UTAUT2 
(Venkatesh et al. 2012) conceptualised age as a moderating factor in the association 
between performance expectancy and behavioural intention. Further, these studies 
emphasised the significance of age, as young users and customers may give more 
importance to rewards and benefits (Venkatesh et al. 2003). Moreover, this hypothesis 
was further endorsed by other scholars (Mansoori et al. 2018; Tai & Ku 2013; Venkatesh 
et al. 2012). In the context of mobile telecommunications products and services, this study 
suggested the following hypothesis: 
Hypothesis 20: Age moderates the association between performance 
expectancy and customer loyalty in using mobile telecommunications products 
and services. 
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According to the original UTAUT model, gender (male or female) can affect the 
association between performance expectancy and behavioural intention (intention to 
continue, revisit intention, repurchase behaviour and customer loyalty) (Venkatesh et al. 
2003). The extended studies also emphasised that male patrons are more task-oriented 
than females (Mansoori et al. 2018; Owusu Kwateng et al. 2019; Venkatesh et al. 2003; 
Venkatesh et al. 2012). Therefore, the following hypothesis was formulated: 
Hypothesis 21: Gender moderates the association between performance 
expectancy and customer loyalty in using mobile telecommunications products 
and services. 
User experience provides information related to the nature of the experience developed 
over time (Owusu Kwateng et al. 2019). In the prior literature, experience was a 
moderating factor between performance expectancy and behavioural intention (Escobar-
Rodríguez & Carvajal-Trujillo 2013; Rana et al. 2017; Sair & Danish 2018; San Martín & 
Herrero 2012). Moreover, studies by Venkatesh et al. (2003) and Venkatesh et al. (2012) 
argued that experience influences the relationship between performance expectancy and 
behavioural intention (continue intention, customer retention and loyalty) during the 
adoption of new technology. Therefore, the following hypothesis was developed: 
Hypothesis 22: Experience (length of usage) moderates the association between 
performance expectancy and customer loyalty in using mobile 
telecommunications products and services. 
Holbrook and Hirschman (1982) argued that novelty and innovativeness seekers can 
contribute to hedonic motivation to use a product. When customers begin to use 
technology, they devote more attention to its newness or novelty, such as new interfaces, 
applications and features (Chang et al. 2011; Escobar-Rodríguez & Carvajal-Trujillo 
2013; To et al. 2007; Waterman et al. 2008). As experience increases, the attractiveness 
of using a new product that adds to the effect of hedonic motivation on technology use 
will decrease, and customers will use the technology for other purposes, such as 
efficiency and effective use of the product (Venkatesh et al. 2012). Thus, with growing 
experience, enjoyment will play a less important role in determining technology use. Lee 
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et al. (2010) argued that age and gender are associated with customer technology 
innovativeness. At the launch of technology, younger men tend to show greater tendency 
to seek novelty and innovativeness (Venkatesh et al. 2012). Therefore, hedonic 
motivation plays a vital role in early technology usage, and the moderating effect of 
experience varies across age and gender. At the start of using new technology, younger 
men place more importance on hedonic motivation than do older users and customers 
(Owusu Kwateng et al. 2019). Moreover, younger men tend to demonstrate a greater 
propensity to seek novelty in technology adoption. Venkatesh et al. (2003) and Venkatesh 
et al. (2012) tested the effect of age on the relationship between hedonic motivation and 
behavioural intention. For this study in the mobile telecommunications context, the 
following hypothesis was proposed: 
Hypothesis 23: Age moderates the association between hedonic motivation and 
customer loyalty in using mobile telecommunications products and services. 
As per the UTAUT2 model, Venkatesh et al. (2012) argued that gender moderates the 
relationship between hedonic motivation and behavioural intention. In a consumer 
context, young males are more likely than females to devote greater attention to hedonic 
activities (Owusu Kwateng et al. 2019). In the context of this study, behavioural intention 
was modified to customer loyalty. Hence, the hypothesis for this study was articulated as 
follows: 
Hypothesis 24: Gender moderates the association between hedonic motivation 
and customer loyalty in using mobile telecommunications products and services. 
In a previous study, with respect to user experience, the relationship between hedonic 
motivation and behavioural intention was found to be significant for respondents who had 
three to four years of mobile banking experience (Owusu Kwateng et al. 2019). Venkatesh 
et al. (2012) emphasised user experience as a moderating factor in the relationship 
between hedonic motivation and behavioural intention. Thus, the hypothesis for this study 
was formulated in light of previous research as follows: 
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Hypothesis 25: Experience (length of usage) moderates the association between 
hedonic motivation and customer loyalty in using mobile telecommunications 
products and services. 
Habit is defined as the extent to which people tend to perform behaviours automatically 
because of learning (Limayem et al. 2007). However, previous researchers (Kim & 
Malhotra 2005; Lin & Wang 2006) have argued that prior behaviour and the extent to 
which an individual believes the behaviour to be automatic play an essential role in 
determining habit. Venkatesh et al. (2012) concluded that habit has a stronger effect on 
the intentions and use of more experienced customers. Moreover, gender differences 
moderate the effect of a habit (AlJaber et al. 2019; Heiman & Olenik-Shemesh 2019). 
Finally, experience operates in the presence of age and gender to moderate the effect of 
habit on behaviour (Venkatesh et al. 2012). Older customers depend more on heuristics 
and schema gained from prior service usage to determine behavioural intentions (Owusu 
Kwateng et al. 2019). Consequently, older customers with more product and service 
usage experience depend on their habit. 
Once a customer has started using products and services and formed a habit through 
repeated use of mobile service or technology, it will be difficult for them to change this 
habit (Mittal 1988; Ouellette & Wood 1998; Oulasvirta et al. 2012; Sanchez-Acenjo 2014; 
Verplanken et al. 1998). In this study, the habit relationship with customer loyalty was 
tested in the presence of age, gender and experience. Therefore, the following 
hypotheses were proposed: 
Hypothesis 26: Age moderates the association between habit and customer 
loyalty in using mobile telecommunications products and services. 
Hypothesis 27: Gender moderates the association between habit and customer 
loyalty in using mobile telecommunications products and services. 
Hypothesis 28: Experience (length of usage) moderates the association between 
habit and customer loyalty in using mobile telecommunications products and 
services. 
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Venkatesh et al. (2012) discussed the effect of price value on behavioural intention, which 
is moderated by age and gender. Moreover, Lewis et al. (2013) examined theories on 
social roles and the importance of price value among men versus women and among 
younger versus older individuals. Venkatesh et al. (2012) argued that older women are 
more price sensitive because of their social roles as head of family expenditure. There 
are situations in which price value replaces monetary cost and there are higher chances 
for customers to adopt new technology (Owusu Kwateng et al. 2019). There are theories 
related to the social roles that consider the importance of price value among men and 
women, and older and younger people. The below two hypotheses were formulated by 
using the prior studies of Owusu Kwateng et al. (2019) and Venkatesh et al. (2012). 
Therefore, the monetary value of products and services bears greater importance among 
older women. For this study, the following hypotheses were proposed: 
Hypothesis 29: Age moderates the association between price value and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis 30: Gender moderates the association between price value and 
customer loyalty in using mobile telecommunications products and services. 
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Figure 3.3 Conceptual Model 
Figure 3.3 displays the conceptual framework for this study, where customer loyalty is the 
dependent variable, alongside nine independent variables (facilitating conditions, effort 
expectancy, social influence, performance expectancy, customer experience, hedonic 
motivation, habit, price value and customer satisfaction) and three moderating variables 
(age, gender and experience [length of usage]). 
3.4 Summary 
This chapter has presented the research framework and theoretically driven hypothetical 
relationships. Moreover, it has discussed the relationships between the dependent and 
independent variables used in this study. Alongside these variables, the effects of 
moderating variables of age, gender and experience (length of usage) were discussed in 
the context of telecommunications. The conceptual framework that acted as the 
foundation of this study was based on the marketing-mix theory and UTAUT2 model 
discussed in Section 3.2, alongside other relevant literature discussed in Chapter 2. As 
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discussed, social influence is triggered by word-of-mouth and social circle 
recommendations, and effort expectancy, performance expectancy, facilitating 
conditions, price value, habit, hedonic motivation, customer experience and customer 
satisfaction influence the behavioural intention that leads to customer loyalty. Moreover, 
customer loyalty is obtained through positive word-of-mouth and recommendations from 
other people. Thus, this research hypothesised that customer loyalty would be influenced 
by different relevant variables, as discussed in this chapter. In total, 37 hypotheses have 
been listed, and will be developed and explained through the quantitative analysis in the 
subsequent chapters. The next chapter will discuss the research methodology used for 
this study. This chapter has concluded the research hypotheses development and 
theoretical framework discussion. 
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Chapter 4: Research Methodology 
4.1 Overview of Chapter 4 
Chapter 3 focused on the theoretical framework and developing the research hypotheses 
for this study. This chapter discusses the research paradigm, design, data collection and 
analysis strategies, sample size, common method bias techniques and ethical 
considerations. It also outlines the research instrument design process, online 
questionnaire design, data collection and analysis techniques. This chapter is organised 
into seven sections. The research paradigm and approach are explained in Section 4.2, 
while Sections 4.3, 4.4 and 4.5 explain the research design, data collection, population 
and sample size. Section 4.6 discusses the ethical considerations, while Section 4.7 
presents the chapter summary. 
The previous chapters presented the study introduction, literature review, theoretical 
framework and hypotheses development. This chapter focuses more on the research 
plan, and presents details of the research paradigm, design and methodology, as well as 
a brief discussion of the analytical techniques. This chapter also reviews the target 
population, sampling strategy, sample size, data collection procedures and web-based 
surveys. However, first, it is important to discuss the philosophical emphasis of this 
research in further detail before proceeding to examine the data collection and analysis. 
Creswell (2013) argued that the research paradigm has a substantial effect on the 
research design. 
4.2 Research Paradigm 
To solve any research problem, the researcher must invest effort into its resolution. This 
effort is deemed a natural outcome of how the researcher perceives reality. The 
researcher pursues beliefs and perceptions that mainly derive from the research 
paradigm. An appropriate research philosophy will help the researcher study a given 
phenomenon. A paradigm discusses the basic set of principles and guidelines used to 
 101 
direct a researcher’s engagements and beliefs (Krajewski et al. 2001). Therefore, every 
research is guided and managed by some principal opinions and assumptions. 
A research paradigm is conceptualised as a set of fundamental beliefs that deals with the 
ultimate or first principles (Guba & Lincoln 1994, p. 107). A paradigm is the global view 
that articulates, for its holder, the nature of the world and the individual’s place in it. 
Likewise, a paradigm is how an individual relates philosophical ideas to understand the 
real world (Mertens 2007). According to Guba and Lincoln (1994), ontology, epistemology 
and methodology are the main parts of a research paradigm, and this paradigm is 
determined by the position of a researcher in relation to these three integral components. 
Kassahun (2012) argued that research principals, opinions and beliefs are associated 
with the nature of reality (ontology) (Mertens 2007); the distinguished association with the 
purpose being studied, which is considered real (epistemology); and the procedure and 
ways of understanding something real (methodology). These fundamental underlying 
sets of principles inform and administer how a researcher conceptualises the phenomena 
and sees the world, and, based on these observations, the researcher takes consistent 
action (Guba & Lincoln 1994; Lincoln et al. 2011; Mertens 2007; Orlikowski & Baroudi 
1991). 
A researcher is more interested in understanding if the concept in question is considered 
a part of reality, and, if so, what actions can be taken about it. Ontology emphasises the 
nature of reality and helps the researcher focus on questions such as what is taken as 
factual and how to know whether something is real (Guba & Lincoln 1994; Lincoln et al. 
2011; Orlikowski & Baroudi 1991). Moreover, an ontological assumption about reality 
occurs when a researcher states the type of proof that is enough to claim something real. 
Thus, a researcher can take the stance that the phenomenon being examined has an 
objective and subjective reality. Ontologically, objective reality is independent of the 
researcher’s method of analysis, and a subjective reality exists only through human action 
(Guba & Lincoln 1994; Lincoln et al. 2011; Orlikowski & Baroudi 1991). Therefore, 
anything that is not real or does not exist cannot be a part of an ontology (Scotland 2012). 
The second aspect of a research paradigm is epistemology, which is the philosophical 
understanding of knowledge for which reality is acquired. Epistemology is the philosophy 
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that the researcher uses to investigate the nature of the relationship between the 
researcher and what can be known (Guba & Lincoln 1994; Lincoln et al. 2011; Orlikowski 
& Baroudi 1991). However, a researcher’s epistemological perception outlines his or her 
reciprocal action, such as what is being analysed and how it depends on the ontology 
that the researcher holds in the first place. Mertens (2007) argued that researchers can 
decide about the epistemology of the study by investigating whether to be close to the 
participants through using personal interviews and observations, or to maintain a distance 
by using an online survey. Moreover, Sud-on (2014) argued that epistemology is a query 
of objectivity in generating what is regarded as knowledge; therefore, the main concern 
should be whether a researcher is close to the subject matter or should be neutral 
regarding what is being examined (Sud-on 2014). A researcher’s understanding is 
epistemologically constructed by the hypothetical-deductive method (Kassahun 2012; 
Sekaran & Bougie 2016; Uma & Roger 2003). Therefore, epistemology is contingent on 
the type of ontology in which the researcher is more interested. 
The third aspect of the research paradigm is the methodological aspect, which explains 
how a researcher progresses towards empirical research in seeking to understand the 
main phenomenon of research concern (Guba & Lincoln 1994; Orlikowski & Baroudi 
1991). It refers more to a deliberate approach, rather than any particular procedures and 
approaches used by researchers for data collection and analysis (Sud-on 2014). The 
researcher decides which methodology to use, and this depends on the researcher’s 
ontological and epistemological assumptions. Moreover, the answers to the 
aforementioned questions are expected to guide researchers in selecting among different 
methods, including quantitative, qualitative and mixed methods, when conducting 
research (Easterby-Smith et al. 2012). 
Generally speaking, the process of enquiry is guided by four prime paradigms: 
positivism/post-positivism (which are predominantly quantitative), interpretivism (which is 
predominantly qualitative)/constructivism, the transformative paradigm and pragmatism 
(Bryman & Bell 2011; Creswell 2013; Mackenzie & Knipe 2006). Positivism is in demand 
because its nature allows the researcher to act as an independent observer (Creswell 
2013). Furthermore, the researcher acknowledges their presence as an important part of 
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the evaluation process (Bell et al. 2018). The main objective of the positivism paradigm 
is to make well-established and accurate generalisations about a theory, which should be 
in accordance with the empirical inferences (Bell et al. 2018; Graue 2015). According to 
this paradigm, a researcher presents research questions that are linked with the 
theoretical testing and theory development, and then either rejects or fails to reject the 
theory (Kassahun 2012; Sanchez-Acenjo 2014). However, the application of this 
paradigm is criticised in human behaviour studies because it is impossible to be confident 
about a reality related to human behaviour (Creswell 2013). To address this challenge, 
post-positivism was introduced. In this case, the researcher endeavours to address the 
issue critically based on the assumption that reality can be identified as accurately as 
possible (Collis & Hussey 2013; Guba & Lincoln 1994).  
According to the interpretivism paradigm, the main goal is to attain an understanding and 
explanation of the phenomenon. This paradigm proposes that reality is based on social 
interactions among individuals through human experience, and researchers in this 
paradigm are inclined to depend on the participants’ views of the phenomena being 
studied at a particular location and time (Creswell 2013; Scotland 2012). In this paradigm, 
the answers to the research questions (such as how, why and which) can be attained by 
using qualitative data (Lincoln et al. 2011; Orlikowski & Baroudi 1991; Walsham 1993).  
The post-positivism paradigm is directed by deterministic and reductionist philosophies 
(Bryman & Bell 2011; Collis & Hussey 2013; Creswell 2013). Creswell (2013, p.7) stated 
that the knowledge that develops through the post-positivist lens is based on thorough 
observations and measurement of the objective reality that exists ‘out there’ in the world. 
Therefore, developing numeric procedures of observations and studying the behaviour of 
individuals are the principal approaches of post-positivism. Further, post-positivism 
focuses on the strength of cause and effect relationships. A researcher who applies a 
post-positivism paradigm is keen to evaluate the possible causes of particular effects. In 
addition, the post-positivism paradigm is deemed reductionist, as the researcher 
concentrates on categorising ideas surrounding nature and reality into small sets of 
constructs in the form of research questions and hypotheses. Likewise, researchers 
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generally develop research based on existing theories and attempt to draw appropriate 
conclusions. 
The transformative paradigm was developed during the 1980s and 1990s as a result of 
dissatisfaction with existing paradigms because of the different social and psychological 
theories supporting the existing paradigms (Mertens 2007). However, it is important to be 
clear about the many principles—such as social, political, cultural, economic, ethnic, 
racial and gender principles—that describe realties (Mertens 2007). 
Pragmatism is not dedicated to any one system of thinking and promotes anti-realism. 
The primary focus of pragmatist researchers is solely dependent on the ‘what’ and ‘how’ 
of the research problem (Creswell 2013). Moreover, the research problems use a 
centralised and decisive approach to understand the underlying issue (Mackenzie & 
Knipe 2006). Pragmatism adapts the mixed-methods research design. Pragmatists reject 
the scientific notion that realities can be examined by virtue of a single scientific method 
(Mackenzie & Knipe 2006). A researcher uses the central research question to focus on 
addressing the problem, and the data collection and analysis methods are selected to 
provide understandings of the question, with freedom to choose the approach that the 
researcher believes will lead them to reality, with no philosophical loyalty to any different 
paradigm (Creswell 2013). To achieve this, the researcher can pose questions that can 
be answered by using mixed methods (Kassahun 2012; Myers 2013). 
4.2.1 Research Paradigm Choice 
The choice of the ontological and epistemological philosophy between positivism, post-
positivism, interpretivism, constructivism, the transformative paradigm and pragmatism 
should be based on which approach is better. Orlikowski and Baroudi (1991) argued that 
a researcher must understand the effects and use of the methods that imitate the 
knowledge because all research philosophies and theories can offer intense insights that 
can guide a researcher to tackle the research problem. Therefore, it is critical for the 
researcher to determine the appropriate research paradigms and assumptions, and 
execute their research analysis in a way that reflects the knowledge. The positivist/post-
positivist paradigm identifies relationships that are created based on theoretical 
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assumptions, while the remaining three paradigms require researchers to participate in 
the real world to explore and understand actual phenomena (Healy & Perry 2000). The 
current study was guided by a post-positivist ontological epistemological perspective, for 
the following reasons. First, the purpose of this study was to develop a theoretical 
framework, and that framework needed to be built on theory. This theoretical model 
consisted of testable hypotheses to measure the effects of antecedents (facilitating 
conditions, performance expectancy, effort expectancy, social influence, habit, hedonic 
motivation, price value, customer satisfaction and customer experience) on customers’ 
loyalty in mobile telecommunications services in Australia to help service providers using 
improve services framework to improve customer loyalty. The aim of this study was to 
develop a comprehensive theoretical model to investigate the factors that affect customer 
loyalty in the mobile telecommunications service industry for mobile products and 
services in Australia. Nonetheless, the theoretical model was built on existing theories: 
UTAUT2 and marketing-mix theory. Second, this study sought to determine the cause 
and effect relationships between different factors. Guba and Lincoln (1994) stated that 
post-positivism is the philosophy that helps answer questions about reality by creating 
cause and effect relationships. Third, this study sought to answer numerous questions 
about the factors affecting customer loyalty regarding mobile telecommunications 
products and services through developing a set of hypotheses to address the 
fundamental theory. In IS research, a study is deemed post-positivist when evidence is 
shown of a formal proposition, testing of hypotheses and conclusions drawn about a 
specific phenomenon from the sample to the population (Orlikowski & Baroudi 1991). 
Thus, the post-positivism philosophy is primarily built on the reduction assumption that 
seeks to consolidate ideas and theories into hypotheses (Bryman & Bell 2011; Creswell 
2013). 
In this study, the constructs investigated were customer loyalty, performance expectancy, 
effort expectancy, facilitating conditions, social influence, price value, habit, hedonic 
motivation, customer satisfaction and customer experience. This investigation involved 
conducting surveys of the target population, who were over the age of 18 and were mobile 
phone users. Moreover, a questionnaire instrument was developed to measure the 
dimensions of the variables, and statistical methods were used to test the hypotheses. 
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Therefore, there was a requirement for model validation at the measurement and 
structural model level. This required the assessment of construct validity and reliability at 
measurement and structural model levels (PLS-PM) by using SmartPLS software version 
3.0. 
Regarding the epistemological philosophy applied in this study, this research sought to 
answer the research questions through hypotheses testing via an online questionnaire. 
The ontology adapted in this research was post-positivism; however, this study had a set 
of hypotheses to be empirically tested, where the most appropriate epistemology was the 
hypothetical-deductive method. 
Researchers must ensure the accuracy and understanding of the analysis results against 
the hypotheses and ensure that the data are not distorted. The distorted data issue can 
be addressed by minimising common method bias, conducting pre-testing and a pilot 
study, and following appropriate data-cleaning procedures once the data collection is 
completed. In the post-positivist paradigm, the development and testing of hypotheses 
are the most integral characteristics for the confirmation of research to the ontological 
and epistemological perception. 
The adoption of a quantitative approach is the best way to address suppositions primary 
to the post-positivist philosophy (Creswell 2013). This study developed a set of 
hypotheses and a questionnaire to test the hypotheses (Creswell 2013; Prasad 2017). 
The main component of such types of studies is consideration of the quantitative method. 
Further, the aim of the current research was to investigate the effects of already-
recognised theories and identify the factors with an immense effect on customer loyalty. 
To ascertain the relationship between factors, Sogunro (2002) argued that quantitative 
studies are more suitable than qualitative studies, which emphasise building a new 
theory. The previous literature on customer loyalty in the context of mobile 
telecommunications products and services used a quantitative, rather than qualitative, 
approach (Bhatti et al. 2017a; Karatepe 2006; Rai & Medha 2013; Rizan et al. 2014).  
According to Creswell (2013), the post-positivist paradigm is valid when the researcher 
and reality behave as a separate entity, with no linkage between them. Moreover, the 
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findings should be replicable, regardless of who conducts the study (Collis & Hussey 
2013). This is the way of articulating the basis of a belief that includes the procedures and 
processes that led to the designing and development of the survey instrument. In this 
study, the researcher followed these post-positivist assumptions, as these prerequisites 
were rigorous. The prerequisites for the survey instrument involved undertaking a 
literature review, avoiding common method bias, pre-testing, completing a pilot study and 
ensuring inter-rater agreement. After this step, the research undertook the process of 
building measurement and structural model validity through a rigorous validation 
procedure (Panhwar et al. 2017). Table 4.1 summarises the different paradigms 
discussed in the above section, alongside the choice of the principle methods and data 
collection tools. 
Table 4.1 Research Paradigm, Methodologies and Data Collection Tools 
Paradigm Principal Methods Data Collection Tools 
Positivist/post-
positivist  
Quantitative method Experiments 
Quasi-experiments 
Tests 
Scales 
Interpretivist/ 
constructivist 
Qualitative method Interviews 
Observations 
Document reviews 
Visual data analysis 
Transformative Qualitative methods with 
quantitative and mixed methods 
A diverse range of tools, with a particular 
need to avoid discrimination, such as sexism, 
racism and homophobia 
Pragmatic Qualitative and/or quantitative 
methods 
May include tools from both positivist and 
interpretivist paradigms 
Source: adapted from Mackenzie and Knipe (2006,p.198). 
The ontological and epistemological philosophy adopted in this research sought to 
answer the research question and test the hypotheses by developing a questionnaire as 
a research instrument. Given that, the ontology adopted in this study was post-positivism 
and given that the study had a number of hypotheses to be tested, the appropriate 
epistemology was the hypothetical-deductive method. Prasad (2017) stated that the 
assumptions underpinning the post-positivist philosophy are the most suitable by using a 
quantitative approach. In this approach, hypotheses are statistically tested based on a 
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thorough literature review derived from a theoretical model. Therefore, the quantitative 
method was the preferred option and a quantitative survey approach was selected for this 
research (Bryman & Bell 2011; Saunders et al. 2011; Scotland 2012; Uma & Roger 2003; 
VanderStoep & Johnson 2008; Wysocki 2007). 
4.3 Research Design 
This study sought to develop a framework to support businesses to use modified practices 
to improve customer loyalty to their mobile products and services through studying the 
effects of certain factors (performance expectancy, effort expectancy, social influence, 
facilitating conditions, hedonic motivation, habit, price value, customer satisfaction and 
customer experience) on customer loyalty towards Australian telecommunications mobile 
products and services. Designing the research is the most important step that researchers 
take after commencing a study. It helps the researcher define the aim of the study—for 
example, the research can be exploratory, be descriptive, be a case study, test 
hypotheses, examine cause and effect correlation or be longitudinal (Bell et al. 2018; 
Bryman & Bell 2011; Zikmund et al. 2013). The current study presents a research plan in 
Figure 4.1, which helped the researcher make decisions regarding sample size, target 
population, data gathering and statistical procedures to test the hypotheses (Uma & 
Roger 2003). 
Based on the above discussion, the researcher could determine precisely the type of 
research method to employ. This study aimed to use the quantitative approach for the 
following key reasons: 
1. The paradigm for this study followed the philosophy of post-positivism. 
Subsequently, this study began by developing a theoretical framework supported 
by UTAUT2 and marketing-mix theory. A set of hypotheses was created, which 
allowed deductive interpretation. 
2. At the stage of epistemology, this study followed the principle of neutral 
observation of reality, as the researcher remained separated from the research 
situation. Thus, neutral observation of reality occurred with no biased values. 
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3. As discussed in Section 4.2, the methodology for this study was founded on the 
principle of quantitative research, based on the research questions and the online 
survey instrument for the data collection. The researcher identified the casual 
relationships between several variables and measured each variable 
independently. Therefore, the nature of the research data was numerical, and 
required intense analysis using SmartPLS-PM. 
The research was based on quantitative data collection and analysis. Figure 4.1 presents 
the detailed flow of each step followed in conducting this research. 
 
Figure 4.1 Research Steps for This Study 
Using the UTATU2, this study investigated the relationship between customer loyalty, 
customer satisfaction, customer experience, and its measure, hedonic motivation, habit, 
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marketing mix factors such as price value, facilitating conditions in the context of customer 
repurchase behaviour in the mobile telecommunications industry. Research questions 
were derived from a literature review. This research focused on all the effects, whether 
technical or behavioural, that can influence customer loyalty. A quantitative method was 
adopted for this research. To achieve the research objective, a quantitative method was 
employed by using an online questionnaire. The potential participants were recruited from 
all the states of Australia by using the research panel of the marketing company Research 
Now (www.researchnow.com). As a result of organisational changes, Research Now is 
now known as Dynata (www.dynata.com). Quantitative methods strengthen the results 
that can be obtained from a certain population (in this case, mobile phone users over the 
age of 18 years). Moreover, the costs of distributing, collecting and capturing 
questionnaires can be kept considerably low by using the online method (Sanchez-Acenjo 
2014). Brand (2003) explained that sometimes this method can be costly and time-
consuming. 
The quantitative method can provide a statistical description that offers improved and 
meaningful understandings of customer behaviours (VanderStoep & Johnson 2008). 
However, the results of the analysis can be interpretative and can introduce possible bias, 
such as common method bias, during data gathering and analysis (Brand 2003). This 
study addressed issues related to common method bias. The online survey for this study 
was conducted in Australia to understand mobile users’ perceptions of using mobile 
products and services in Australia. The survey was presented in the English language. 
The participants were informed and assured of their privacy and confidentiality, and the 
survey was completely anonymous, with no name or address recorded that could reveal 
the participants’ identity. A six-point Likert scale was used in the main survey and pilot 
study as the main instrument in the questionnaire. However, for the pre-test, a four-point 
Likert scale was used to check the relevance of each item. The UTAUT2 was modified to 
reflect the subject of this study (customer loyalty in mobile telecommunications products 
and services). This theoretical extension was undertaken to create a boundary around 
the concept of behavioural intention and to focus more on the attitudinal aspect of 
behavioural intention. Additional modification was undertaken to use appropriate words 
and paraphrasing related to a customer loyalty context. In the survey, additional questions 
 111 
were added to capture the overall use of mobile products and services in the customer 
loyalty context, as further discussed in Chapter 5. The survey was undertaken in three 
phases: pre-test, pilot study and main study. The details of these studies are discussed 
in Chapter 5 on the research instrument development. 
4.4 Data Collection 
Research design activity is based on different aspects of a research project, which 
involves decision making to select the appropriate methodology (Brand 2003). Decisions 
can be made about the type of sample (demographics, geographic areas, age, gender), 
variable measures and data collection techniques (McMurray et al. 2004; Neuman & 
Neuman 2006). The research design focuses on the areas of data gathering technique, 
sampling technique, measurement of latent variables and analysis techniques. Mixed-
mode surveys (online surveys and hard-copy surveys via post) are preferred to avoid 
coverage error, sampling error and non-response error (Dillman & Carley-Baxter 2000). 
In this study, a pre-test was conducted using mixed-mode surveys. However, the pilot 
and main study were undertaken online because of the popularity and convenience of the 
delivery of online surveys. In addition, the response time for obtaining completed online 
surveys is much quicker than that of the conventional postal method. Thus, data were 
collected by self-administered online questionnaires, which were sent via email through 
using the marketing company Research Now. The survey was conducted in Australia and 
included metropolitan and regional areas.The target population for this study are mobile 
telecommunication users over the age of 18 in Australia. The random sampling is used 
by using a marketing company. There were four major mobile operators, i.e. Telstra, 
Optus, Vodaphone and Virgin mobile included in this study along with multiple mobile 
retailers. Research Now has distributed the survey in accordance with the Australian 
population distribution in each state. The survey provided equal opportunity for males and 
females to participate. The survey questions were structured and were developed with 
consideration of all ethical issues, including privacy. No names or addresses were stored 
and participation was completely voluntary. The samples were drawn from each group 
according to their demographics.  Ethics approval was obtained (on 13 August 2015) prior 
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to conducting data gathering. The online surveys were convenient and the participants 
could complete them at their convenience. 
4.4.1 Online Survey 
The participants were approached via marketing company, Research Now 
(www.researchnow.com). The online survey was developed and administered on 
Qualtrics (www.qualtrics.com). An invitation email with a link to the web-based 
questionnaire was sent to potential participants by the marketing company. According to 
Hair et al. (2011), for each item of the survey, there should be minimum of five responses; 
thus, for this study, a minimum of 320 responses were required to statistically analyse the 
responses and relationship by using SmartPLS-PM, as there were 64 items, excluding 
the demographic questions. 
An important decision is to choose between probability and non-probability samples, 
based on cost, complication and biasing criterion. Probability sampling is preferred 
because it is effective and detailed, tends to be unbiased and provides a very precise 
estimation. However, it has drawbacks, such as cost, long planning and complicated 
execution (Sharma 2005). Non-probability sampling is easy and less costly; however, this 
sampling technique cannot draw conclusions about the study population. Simple random 
and cluster sampling are more appropriate because of their unbiased nature (Saunders 
et al. 2011). For this research, cluster sampling was used. Cluster sampling divides the 
population into discrete groups prior to sampling based on location, age, gender, 
education and income (Saunders et al. 2011). Saunders et al. (2011) argued that 
restricting samples to a few areas maximises the amount of data that can be collected 
with the available resources. However, the current study used an online survey distributed 
by a third-party marketing company (Research Now), and the marketing company 
distributed the survey according to population distribution; thus, this research did not 
experience resource issues for data gathering. 
The research instrument for this study adopted Churchill (1979) procedure. Figure 4.2 
describes the steps involved in this process, including domain specification, generating a 
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sample of items, refining the measure, assessing reliability and validating the research 
instrument. 
 
Figure 4.2 Procedure for Developing Research Instrument (Churchill 1979, p. 66) 
Data analysis was undertaken by using SPSS tools and statistical techniques, including 
descriptive analysis and SmartPLS-PM version 3. PLS-SEM was the most suitable 
analysis technique for this study because the key goal of this study was identifying the 
factors affecting customer loyalty (Hair  et al. 2016; Rigdon et al. 2017). In addition, the 
structural model was complex, with many items and latent variables. Hair et al. (2011) 
argued that, for any prediction-oriented analyses and complex models, the use of PLS-
SEM is suggested. Thus, for this study, PLS-SEM was the most suitable analysis 
technique. 
4.5 Sample Size 
Decisions regarding sample size are based on the statistical technique, and this study 
used PLS-PM as the technique for data analysis. Structural equation modelling (SEM) 
using SmartPLS was the main analytical technique for this study. In SEM, there are some 
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guidelines for sample size, which depend on the multivariate normality of data, estimation 
technique and complexity of the model. According to Hair et al. (2011) and Tabachnick et 
al. (2001), SEM is based on covariance and correlation matrices that are not reliable when 
evaluated with a small sample size. Previous studies have argued that there should be a 
minimum sample size of 200 for SEM estimations (Garver & Mentzer 1999; Hoe 2008; 
Sivo et al. 2006; Weston & Gore 2006; Yuksel et al. 2010). However, for SEM parameter 
estimation, there is no strict recommended suggestion for sample size to obtain 
consistent analytical solutions. Further, for asymptotic statistical theory, the parameter 
estimation provides some suggestions regarding which sample size will lead to the 
desired acceptable level of confidence (Holmes-Smith 2007). Other studies have 
suggested that a sample size of 400 or more would be sensitive to the estimations and 
goodness-of-fit index measure and could result in a poor fit (Byrne 2013). Therefore, 
because this study used SEM with the PLS-PM tool as its main statistical analysis 
method, it was necessary to consider that the maximum likelihood estimation method in 
SEM would require an adequate sample size of a minimum of 320 for this study. 
To attain reliable results, it is recommended that the sample include at least 100 
observations, and that the sample size be at least be five to 20 times the number of 
parameters being estimated or measured (Hair et al. 2010). Another study argued that 
the desired sample size is affected by data normality and the estimation methods used 
by the research (Schreiber et al. 2006). Therefore, for every free parameter, there is an 
accepted value of 10 participants for adequate analysis results. Additionally, there is a 
general consensus by many researchers that, as a rule of thumb, to obtain sufficient 
statistical power for data analysis, there should be sample size above 200 (Hair et al. 
2010). The statistical analysis multivariate technique to analyse data in this research was 
PLS regression. SmartPLS-PM is a valuable multivariate technique to use when the 
sample size is small compared with the number of variables. Moreover, this technique 
has a relatively smaller prediction error compared with the number of variables. In data 
analysis, different aspects should be considered while gauging the sample size, such as 
effect size and power analysis. Effect size is the extent of difference between the 
populations, or the relationship between explanatory and response variables. 
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Power analysis helps the researcher calculate the effect size within the right degree of 
confidence. While conducting a power analysis, the researcher usually needs to know 
three parameters to calculate an appropriate sample size to achieve empirical validity 
(Howell 2009). These parameters are the alpha value, power and effect size. The alpha 
value is required to determine the level at which the rejection of the null hypothesis occurs. 
An alpha value of 0.05 is generally used when statistical analysis is conducted in the field 
of business and social science (Howell 2009). The medium size effect is used in sample 
size calculation. However, it is possible to measure an effect size that was found in 
previous studies to attain more accurate results (Sink & Mvududu 2010). According to 
Howell (2009), the accepted power is usually .80. Therefore, the minimum sample size 
for the medium effect size (0.5) and a power of 0.8 was considered to be 128. The sample 
size for this research was 364; thus, the sample size was higher than the minimum 
desired sample size to achieve reliable output. The sample population for this study was 
based on the population residing in all six states of Australia and the Northern Territory. 
4.6 Ethical Issues 
This research involved the data collection through the online survey method using a 
marketing company, Research Now (www.researchnow.com). Ethics approval is a 
requirement for conducting research in which humans are involved. For this purpose, the 
Business College Human Ethics Advisory Network at RMIT University provided approval 
for ethics through an application process that was compulsory before data gathering. This 
research followed all the guidelines of the RMIT Ethics Committee. 
Ethics approval was sought prior to collecting the primary data. The ethics approval letter 
is displayed in Appendix A. In this study, the researcher strictly followed the ethical 
requirements when designing the research instrument (online survey), through managing 
the survey and storing the collected data at an RMIT database for seven years. 
Additionally, the researcher followed all the ethics requirements and maintained 
participant confidentiality and the private information provided by the participants. The 
researcher ensured that confidentiality in presenting the information in this study was fully 
considered during each step of the research process. The participants were also assured 
of their confidentiality, anonymity, secrecy and ability to withdraw from this study through 
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a participant information sheet, which was provided along with the survey. The participant 
information sheet used is included in Appendix E with the questionnaire details. 
4.7 Summary 
This chapter has presented a discussion on the research methodology, research 
paradigm, research paradigm choice and methodological choice. This chapter also 
justified the requirement to conduct the research using the post-positivism paradigm to 
obtain the research objectives. After discussing the paradigm, this chapter explained the 
data collection method. An online survey methodology with quantitative approach was 
adopted for this study. The survey was conducted using Qualtrics and was administered 
through marketing company, Research Now (now called Dynata). The participants were 
selected from all states of Australia. SmartPLS-PM was chosen to validate the research 
model and examine the hypothesised relations among the constructs. The next chapter 
discusses the common method bias technique employed during the instrument 
development stages of this study. The chapter also details the procedures and results of 
the phases of the research instrument, including the scale development to capture the 
results for all constructs. 
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Chapter 5: Research Instrument Development 
5.1 Overview of Chapter 5 
This chapter discusses the questionnaire design and scale, pre-test, pilot test and item 
screening. Moreover, it discusses the reliability and content validity, as well as the 
complete process of evolving the survey instrument to operationalise the constructs to 
test the hypotheses that were formed on the basis of the theoretical assumptions made 
in Chapters 2 and 3. Based on the main aim of this study—to explore the factors affecting 
customer loyalty in the adoption of mobile telecommunications products and services in 
Australia—a quantitative approach was adopted using an online-administered 
questionnaire. The quantitative survey instrument development was one of the most 
important steps in the research process for data gathering. The results were derived from 
the statistical analysis of the survey research, which depended on a reliable and valid 
measurement tool (Collis & Hussey 2013; DeVellis 2016; Molla & Licker 2005; Zikmund 
et al. 2013).  
The research instrument could be used as a decision tool to locate, measure and manage 
some of the risk associated with customer loyalty in the mobile telecommunications 
service and product industry. Developing a valid research survey through a systematic 
approach was essential to ensure that the data gathered were a correct reflection of the 
underlying theoretical phenomenon. Additionally, a systematic approach adopted in the 
survey designing phase ensures research instrument content validity, which indicates 
how effectively and properly a measure (item) signifies the domain of the concept of 
interest (Kazdin 2003; Singleton et al. 1988; Wagner & Kemmerling 2010). Therefore, 
content validity was deemed an important step in the survey design process. 
The survey in this study was conducted to understand Australian mobile product and 
service users’ perceptions of using mobile telecommunications services in Australia. In 
this study, a rigorous step-by-step approach was adapted in designing the research 
instrument to reduce errors (Carmines & Zeller 1979; Churchill 1979; Haynes et al. 1995; 
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Straub et al. 2004; Vogt et al. 2004). The instrument development consisted of five steps, 
as presented in Figure 5.1. 
 
Figure 5.1 Steps Involved in Research Instrument Development 
This chapter presents the steps involved in the formation of the research instrument and 
discusses the outcomes of the process to complete the final form of the research 
instrument. This chapter is organised into four sections, with the introduction in Section 
5.1, followed by discussion of the research instrument design in Section 5.2. This section 
details all steps involved, including the domain specification of each construct, generation 
of sample items, pre-test and pilot study. Section 5.3 reviews the research instrument, 
while Section 5.4 presents a summary of the chapter. 
5.2 Instrument Design 
The steps for designing the research survey instrument for this study commenced with 
an extensive literature review, which resulted in the compilation of a preliminary 
instrument. The measurement items for all constructs were initially adapted from the 
literature of similar constructs from previous studies. At this stage, the domain and 
dimensions of all constructs were defined, and then measurement items were designed 
to operationalise the constructs. This study was based on a post-positivism paradigm, 
Step 1: Specify the domain of 
each constructs
Step 2: Generate sample of  
items
Step 3: Pre-Test
Step 4: Pilot Study
Steps involved in development 
of research instrument
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and to measure and validate the research theoretical model, the research instrument 
needed to follow the steps for operationalisation in the correct manner. Rigorous research 
measurement steps reduce potential errors. Minimising measurement error involves 
pulling items from existing validated and developed research instruments through a 
rigorous research plan. The quantitative research plan was presented by Churchill (1979) 
and involves specification of the domain of constructs, generating a sample of items for 
each construct, pre-testing the research instrument using a panel of experts (POE) and 
pilot testing the study. These steps needed to be completed before commencing data 
collection to create a valid research instrument. This rigorous research process was used 
to operationalise the theoretical framework and model discussed in Chapter 3. Further, 
the content validity of the research instrument was enhanced by minimising the 
measurement error through using rigorous procedures for instrument development. The 
next sections discuss the four steps followed in this process. 
5.2.1 Step 1: Specify the Domain and Dimension of Each Construct 
The primary purpose of this step was to specify the domain of each construct with clear 
meaning, understanding and definition of each construct through representing the 
dimensions or elements of the corresponding construct (Churchill 1979; Haynes et al. 
1995; Lewis et al. 2005). Edwards and Bagozzi (2000, pp. 156-157) defined a construct 
as ‘a conceptual term used to describe a phenomenon of theoretical interest’. The domain 
and factors in this research were identified through detailed literature review and they can 
used while depending on the existing research instrument. Hence, it was important to 
operationalise a construct with appropriate domain and dimension specifications (Bell et 
al. 2018; Churchill 1979; Tharenou et al. 2007). 
According to the previous literature, the domain of a construct is generally a brief yet 
reasonable and acceptable representation of the concept of interest (Lewis et al. 2005). 
The domain and dimensions of a construct were identified via extensive literature review 
to incorporate the research contributions of previous researchers in the field who have 
explained the ideology or concept (Lewis et al. 2005; Molla & Licker 2005). The concept 
of customer loyalty in mobile telecommunications products and services was the 
dominant domain in this study. Primarily, all the factors were created through a thorough 
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literature review on customer loyalty in mobile telecommunications products and services 
in Australia. Further, the domain and dimensions of a construct can be investigated 
through empirical research using existing literature (Vogt et al. 2004). The benefits of the 
domains and dimensions of the constructs involved in this research were initially specified 
through an extensive literature review. The definitions in Table 2.3 were adapted from 
previous literature and contextualised in the current study for instrument development. 
5.2.2 Step 2: Generate a Sample of Items 
The research constructs of customer satisfaction, customer experience, facilitating 
conditions, performance expectancy, effort expectancy, social influence, price value, 
habit, hedonic motivation and behavioural intention to remain loyal (customer loyalty) 
were part of this study’s theoretical framework, and hypotheses for each independent and 
dependent variable were developed in the context of mobile telecommunications products 
and services. Each construct was defined and items were formulated within the 
dimensions of each construct definition. In this research instrument, multiple scales (Likert 
scale and semantic scale) were used. Hair et al. (2010) argued that using multiple scales, 
rather than a single-scale research questionnaire, can improve reliability and validity, and 
is less likely to present common method bias errors in the research instrument. 
The second step provided the initial items obtained through an extensive literature review 
to operationalise the constructs of this study. Given that the latent variables or constructs 
could not be gauged through any direct method, it was important to have one or more 
items or indicators to measure the construct (Bell et al. 2018; Bryman & Bell 2011; Wilson 
2014). The measurement items for this study were carefully designed in such a way that, 
if any item was later omitted, it would not change the overall meaning of each construct. 
Moreover, the items were reflective in nature, which meant they were interchangeable, 
highly correlated and capable of being omitted without changing the meaning of the whole 
construct (Hair et al. 2011; Hair et al. 2012; Hair  et al. 2017). According to Edwards and 
Bagozzi (2000), an indicator is an observed variable of latent constructs. Moreover,Hair  
et al. (2016) and Tharenou et al. (2007) argued that a single indicator should not be 
considered, as in the literature there is a debate for not using a single indicator measure, 
which only observed variable to obtain the value of the latent construct due to two main 
 121 
reasons. The first issue is the difficulty in capturing all the dimensions of a construct based 
on single indicator (Tharenou et al. 2007), and the second issue is related to low statistical 
validity (DeVellis 2016; Lin & Hsieh 2011; Molla & Licker 2005). Further, with a multi-
indicator measure, the latent construct has higher reliability and validity because various 
indicators combine to form a composite value of latent construct (Hair  et al. 2016; Hair  
et al. 2017; Tharenou et al. 2007). Consequently, for this study, all constructs were 
operationalised using a multi-indicator measure. 
In the first step, the constructs were defined and, after an extensive literature review, 
items related to each construct were identified. Moreover, a pool of items was developed 
for each construct that was the result of the literature review, and will be discussed in 
upcoming sections with references. After defining the constructs, they were further 
explored through identifying items related to each construct and developing a pool of 
items that were the outcome of the exploration. In this study, the researcher used an 
existing research instrument to help ensure that the measurement error was reduced, 
and pooling items additionally contributed to validity. In the next phase, all useful items 
were extracted and contextualised in the mobile telecommunications context. The items 
were chosen based on the criterion that to what extent researcher of the previous study 
was successful in providing a meaningful outcome that has benefitted that research area. 
The second criterion was to check to what extent these items were relevant and in line 
with the current study context. At first, there was a pool of 63 items for the defined 
constructs. At a later stage, it was noted that one of the items had a double meaning. 
Thus, after careful observation, the item was divided into two questions, and the overall 
count became 64 (see appendix B). 
The items that were extracted from previous studies and contextualised for this study to 
measure the following constructs: customer loyalty (CL), customer satisfaction (CS), 
customer experience (CE), social influence (SI), facilitating conditions (FC), performance 
expectancy (PE), effort expectancy (EE), hedonic motivation (HM), habit (HT) and price 
value (PV). Further modifications were made to the initial pool of items to verify that there 
was significance between items and constructs. In addition, the precise and relevant 
wording for each item in the context of telecommunications was ensured. For the actual 
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survey questions, see Appendix D. The customer loyalty (CL) construct was originally 
operationalised with eight items, which were grounded on the studies conducted by 
Srinivasan et al. (2002), Caruana (2002), Tsai and Huang (2007), Kuo and Yen (2009) 
and Kim and Park (2013). These questions consisted of participants’ intention to 
undertake the following: (1) ‘I will repurchase the mobile service products offered by the 
service provider’; (2) ‘I will recommend the mobile products and services to others’; (3) ‘I 
intend to continue using the mobile services offered by the service provider in the future’; 
(4) ‘I plan to continue using mobile services frequently’; (5) ‘If the price is reduced, I will 
gladly use the mobile services of another service provider’; (6) ‘I enjoy introducing my 
service provider brand to others’; (7) ‘My provider is the primary service provider that I 
consider when I want mobile communication products and services’; and (8) ‘I consider 
my service provider to be my first choice when I need mobile communication products 
and services’. Table 5.1 presents the references and context for each question on 
customer loyalty. 
Table 5.1 Research Items for Customer Loyalty 
Code# Questions Adapted from 
CL1 I will repurchase the mobile service products offered by my 
service provider. 
(Tsai & Huang 2007) 
CL2 I will recommend the mobile products and services of my 
service provider to others. 
(Kuo et al. 2009) 
CL3 I intend to continue using mobile services, such as bundle 
packages (mobile phone and home broadband), offered by 
my service provider in the future. 
(Kuo et al. 2009) 
CL4 I plan to continue using mobile phone products and 
services frequently.  
(Caruana 2002; Kuo et al. 
2009) 
CL5 If the price is reduced, I will gladly use the mobile services 
of another service provider. 
(Caruana 2002; Tsai & 
Huang 2007) 
CL6 I enjoy introducing my service provider's brand to other 
people. 
(Caruana 2002; Srinivasan 
et al. 2002) 
CL7 My provider is the primary service provider that I consider 
when I want mobile communication products and services. 
(Caruana 2002; Kim & 
Park 2013) 
CL8 I consider my service provider to be my first choice when I 
need mobile communication products and services. 
(Caruana 2002; Tsai & 
Huang 2007) 
The customer satisfaction (CS) construct was initially operationalised by six items, which 
were based on previous studies conducted by Chang et al. (2009), Yi‐Shun et al. (2003), 
Zhou and Lu (2011), Kuo and Yen (2009), Zhou (2013), Lu et al. (2011), Baker et al. 
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(2000), Hung and Chang (2005), Ranaweera and Prabhu (2003) and Wang et al. (2004). 
The items consisted of: (1) the respondent feeling satisfied with the mobile services 
provided by their service provider, including voice, data and broadband services; (2) the 
respondent feeling satisfied with the performance of mobile services; (3) the respondent 
feeling satisfied with the data service performance; (4) the respondent feeling satisfied 
with accurate billing related to mobile usage; (5) the respondent feeling satisfied with the 
adequate level of information received from the service provider; and (6) the respondent 
feeling satisfied with the overall service provided by the service provider. Table 5.2 
provides comprehensive detail about each question, alongside their context. 
Table 5.2 Research Items for Customer Satisfaction 
Code# Questions Adapted From 
CS1 I am satisfied with the mobile services, such as 
voice, data and broadband services, of my service 
provider. 
(Chang et al. 2009; Yi‐Shun et al. 
2003; Zhou & Lu 2011) 
CS2 I am satisfied with the performance of mobile 
services. 
(Kuo & Yen 2009) 
CS3 I am satisfied with the performance of the mobile 
phone data services offered by my service provider. 
(Kuo & Yen 2009) 
CS4 My service provider provides accurate billing 
information related to usage. 
(Lu et al. 2011; Zhou 2013) 
CS5 I receive adequate required information for the 
service that I need. 
(Baker et al. 2000; Hung & Chang 
2005; Ranaweera & Prabhu 2003; 
Wang et al. 2004)  
CS6 I am satisfied with my mobile service provider. (Baker et al. 2000; Hung & Chang 
2005; Ranaweera & Prabhu 2003; 
Wang et al. 2004) 
The customer experience (CE) construct was initially operationalised by nine items. The 
items were based on previous studies by Kassim (2006), Kuo et al. (2009), Wang et al. 
(2004) and Wu et al. (2008). The items were related to respondents’ experience with the 
frequent use of mobile telecommunication products and services. The items measured 
the following: (1) whether the respondent’s experience with the mobile services of their 
service provider was very good; (2) whether the respondent’s experience with the mobile 
value-added services was better than expected; (3) whether the respondent had received 
speedy resolution of their mobile complaints; (4) whether the respondent’s experience 
exceeded the quality of service of their mobile service (voice calls, signal strength); (5) 
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whether the respondent’s experience exceeded the reliability of service; (6) whether the 
respondent’s information privacy experience was better than expected; (7) whether the 
respondent’s mobile customer service was willing to help whenever assistance was 
required; (8) whether the respondent’s service rating was better than that of previous 
service providers; and (9) whether the respondent’s customer care experience exceeded 
expectations. Table 5.3 provides the context with a complete question and reference 
detail for each item. 
Table 5.3 Research Items for customer experience 
Code# Questions Adapted from 
CE1 My experience with the mobile services of my service 
provider is very good. 
(Kassim 2006) 
CE2 The mobile value-added services are better than expected. (Kuo et al. 2009) 
CE3 The speedy resolution of complaints by my service provider 
exceeds my expectations. 
(Kassim 2006; Wang et al. 
2004)  
CE4 My mobile service experience with my service provider 
exceeds my expectation on the quality of voice calls (such 
as voice clarity and signal strength). 
(Wang et al. 2004) 
CE5 My mobile service experience exceeds my expectation of 
the reliability of data services. 
(Kassim 2006)  
CE6 My information privacy experience as a customer is better 
than expected. 
(Kassim 2006)  
(Kassim 2006; Wu et al. 
2008) 
CE7 Based on my experience, the staff of my service provider 
are willing to help whenever I need any assistance. 
(Kassim 2006; Wu et al. 
2008) 
CE8 I rate my experience with my previous service provider plan 
as very good. 
(Kassim 2006) 
CE9 My customer care experience (such as convenient business 
hours and receiving outage notification messages) exceeds 
my expectation.  
(Wang et al. 2004; Wu et 
al. 2008) 
The performance expectancy (PE) construct was primarily operationalised by six items, 
which were based on the work of San Martín and Herrero (2012), Venkatesh et al. (2003), 
Venkatesh et al. (2012), Kuo et al. (2009), Escobar-Rodríguez and Carvajal-Trujillo 
(2014) and Boontarig et al. (2012). These items involved the customers’ perceptions, as 
follows: (1) the respondent saved time during daily routine tasks; (2) the mobile value-
added services were useful in the respondent’s daily routine; (3) the respondent’s 
productivity had increased because of mobile service use; (4) the respondent’s use of 
mobile service had increased overall performance in daily life; (5) the use of mobile 
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services had enabled the respondent to accomplish tasks; and (6) the mobile service had 
helped the respondent generate more innovative ideas. Table 5.4 provides a summary of 
the performance expectancy items. 
Table 5.4 Research Items for Performance Expectancy 
Code# Questions Adapted from 
PE1 Using mobile services has saved time during my 
routine tasks. 
(Venkatesh et al. 2012) 
PE2 The mobile value-added services are useful in my 
daily routine. 
(Kuo et al. 2009) 
PE3 Using mobile services increases my productivity in 
daily life. 
(Venkatesh et al. 2012) 
PE4 The use of mobile services increases my chances of 
improving my overall performance in daily life. 
(Boontarig et al. 2012; Escobar-
Rodríguez & Carvajal-Trujillo 2014; 
Venkatesh et al. 2003; Venkatesh et 
al. 2012) 
PE5 The mobile services enable me to accomplish tasks. (Venkatesh et al. 2003) 
PE6 The mobile services have helped me generate more 
innovative ideas. 
(San Martín & Herrero 2012) 
The effort expectancy (EE) construct was operationalised with seven initial items, which 
were based primarily on the work of Venkatesh et al. (2003) and Venkatesh et al. (2012), 
Hung and Chang (2005), Shao and Siponen (2011), Boontarig et al. (2012) and Escobar-
Rodríguez and Carvajal-Trujillo (2013, 2014). They consisted of the respondents’ 
perceptions about the following: (1) learning how to use mobile services, such as voice 
services, was easy for the respondent; (2) the mobile service provider’s bill payment 
online service was very easy to use; (3) the mobile service was very easy to use; (4) the 
interaction with mobile services, such as voice and data services, was clear and 
understandable; (5) the mobile internet services were very easy to use; (6) it was easy to 
become skilful at using the mobile voice and data services; and (7) the terms and 
conditions of the mobile service were difficult to understand. Table 5.5 discusses the 
items used for this construct. 
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Table 5.5 Research Items for Effort Expectancy 
Code# Questions Adapted from 
EE1 Learning how to use mobile services, such as voice 
services, is easy for me. 
(Hung & Chang 2005; Venkatesh et al. 
2003; Venkatesh et al. 2012) 
EE2 The mobile service provider’s bill payment online 
service is very easy to use. 
(Hung & Chang 2005; Venkatesh et al. 
2003; Venkatesh et al. 2012) 
EE3 I find the mobile service very easy to use. (Hung & Chang 2005; Venkatesh et al. 
2003; Venkatesh et al. 2012) 
EE4 My interactions with mobile services, such as voice 
and data services, are clear and understandable. 
(Shao & Siponen 2011; Venkatesh et 
al. 2003; Venkatesh et al. 2012) 
EE5 I find mobile internet services very easy to use. (Abubakar & Ahmed 2013; Venkatesh 
et al. 2003; Venkatesh et al. 2012) 
EE6 It is easy for me to become skilful at using mobile 
voice and data services. 
(Boontarig et al. 2012; Venkatesh et 
al. 2003; Venkatesh et al. 2012) 
EE7 The terms and conditions of the mobile services are 
difficult to understand. 
(Escobar-Rodríguez & Carvajal-Trujillo 
2013, 2014; Venkatesh et al. 2003; 
Venkatesh et al. 2012) 
The construct of social influence (SI) was initially operationalised with five items, which 
were based on the work of Yang and Forney (2013), Venkatesh et al. (2003) and 
Venkatesh et al. (2012). These six items were related to respondents’ perceptions 
regarding mobile telecommunications products and services, as follows: (1) ‘My family 
and friends have influenced me when choosing a mobile service provider’; (2) ‘Whenever 
I have difficulties in investigating mobile products or services, I contact my friends to gain 
their opinion’; (3) ‘My colleagues have influenced me in selecting mobile services, such 
as voice, data and bundle mobile broadband plans’; (4) Social media friends, such as on 
Facebook and Twitter, have affected my decision to stay with my service provider’; and 
(5) ‘My family and friends can influence me in selecting the mobile data services of their 
service provider’. Table 5.6 provides detail of the item codes and context for this study. 
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Table 5.6 Research Items for Social Influence 
Code# Questions Adapted from 
SI1 My family and friends have influenced me when choosing a 
mobile service provider. 
(Venkatesh et al. 2003; 
Venkatesh et al. 2012; 
Yang & Forney 2013) 
SI2 Whenever I have difficulties in investigating mobile products or 
services, I contact my friends to gain their opinion. 
(Venkatesh et al. 2003; 
Venkatesh et al. 2012; 
Yang & Forney 2013) 
SI3 My colleagues have influenced me in selecting mobile services, 
such as voice, data and bundle mobile broadband plans. 
(Venkatesh et al. 2003) 
SI4 Social media friends, such as on Facebook and Twitter, have 
affected my decision to stay with my service provider. 
(Venkatesh et al. 2003), 
(Yang & Forney 2013) 
SI5 My family and friends can influence me in selecting the mobile 
data services of their service provider. 
(Venkatesh et al. 2003) 
The facilitating conditions (FC) construct was initially operationalised with six items, which 
were based on the studies of Venkatesh et al. (2003) and Venkatesh et al. (2012), Yang 
and Forney (2013) and AbuShanab and Pearson (2007). These items involved 
customers’ perceptions, as follows: (1) ‘The service provider has provided the resources, 
such as network coverage, necessary to use my mobile service products’; (2) ‘The service 
provider provides the necessary technical customer support for the use of their mobile 
phone services’; (3) ‘I cannot receive help from my service provider when I have 
difficulties using mobile services’; (4) ‘Whenever I have encountered difficulty with the use 
of mobile service, I can use the information from a service provider to solve the problems’; 
and (5) ‘The mobile broadband service connectivity from my home location to the service 
provider’s network is convenient’. Table 5.7 provides the detail of each item with item 
code and references. 
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Table 5.7 Research Items for Facilitating Conditions 
Code# Questions Adapted from 
FC1 My service provider has provided the resources, such as 
network coverage, necessary to use my mobile service 
products. 
(Venkatesh et al. 2003; 
Venkatesh et al. 2012; Yang & 
Forney 2013) 
FC2 My service provider facilitates the necessary technical 
customer support for the use of their mobile phone 
services. 
(Venkatesh et al. 2003; 
Venkatesh et al. 2012; Yang & 
Forney 2013) 
FC3 I cannot receive help from my service provider when I 
have difficulties using mobile services. 
(AbuShanab & Pearson 2007; 
Venkatesh et al. 2003; 
Venkatesh et al. 2012) 
FC4 Whenever I have encountered difficulty with the use of 
mobile service, I can use the information from a service 
provider to solve the problems. 
(Venkatesh et al. 2003) 
FC5 Whenever I use my mobile data service from my 
location, network service is available. 
(AbuShanab & Pearson 2007; 
Venkatesh et al. 2003)  
FC6 The mobile broadband service connectivity from my 
home location to the service provider’s network is 
convenient. 
(Venkatesh et al. 2003) 
The habit (HT) construct was operationalised with six items, which were based on the 
studies undertaken by Sanchez-Acenjo (2014), Venkatesh et al. (2012), Lin and Wang 
(2006) and Ouellette and Wood (1998). These items involved customers’ perceptions, as 
follows: (1) the use of the mobile service had become a routine; (2) addiction for using 
mobile service; (3) the respondent needed to use the mobile services; (4) using the mobile 
service had become natural for the respondent; (5) the respondent would not find it 
difficult to use a mobile service; and (6) the respondent would require minimum effort to 
use mobile products and services. Table 5.8 provides the detail of each item with the item 
code, context and references. 
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Table 5.8 Research Items for Habit 
Code# Questions Adapted from 
HT1 The use of mobile services has become a routine for me. (Venkatesh et al. 2012) 
HT2 I am addicted to using mobile services, such as voice 
and data services. 
(Venkatesh et al. 2012) 
HT3 I must use the mobile service, including mobile data 
services. 
(Venkatesh et al. 2012) 
HT4 Using the mobile service has become natural to me. (Lin & Wang 2006; Venkatesh 
et al. 2012) 
HT5 I would not find difficult to use the mobile service. (Venkatesh et al. 2012) 
HT6 Using the mobile service would require minimum effort. (Venkatesh et al. 2012) 
The construct hedonic motivation (HM) was operationalised with six items, which were 
derived from previous studies by Venkatesh et al. (2012), To et al. (2007), Dennis et al. 
(2007), Childers et al. (2002) and Waterman et al. (2008). The items involved customer 
perceptions of: (1) mobile services can create recreation, (2) mobile services are 
interesting, (3) mobile services offers are pleasant, (4) mobile service use is tiring, (5) 
enjoyable and (5) new data technologies. Table 5.9 provides detail of the item codes, 
references and context of each question. 
Table 5.9 Research Items for Hedonic Motivation 
Code# Questions Adapted from 
HM1 Using mobile services can bring some recreation for 
me. 
(Childers et al. 2002; Venkatesh et 
al. 2012) 
HM2 Using the mobile services of my service provider is 
very boring. 
(Venkatesh et al. 2012) 
HM3 My mobile service provider’s offers are very 
unpleasant. 
(To et al. 2007; Venkatesh et al. 
2012)  
HM4 Using the mobile services of my mobile service 
provider, including voice and data services, is tiring. 
(Dennis et al. 2007; Venkatesh et 
al. 2012)  
HM5 The mobile value-added services of my service 
provider are enjoyable. 
(Venkatesh et al. 2012; Waterman 
et al. 2008) 
HM6 New data technologies (such as 3G/4G/LTE) in 
mobile service increase my interest in using the 
mobile service. 
(Venkatesh et al. 2012) 
The construct price value (PV) was initially operationalised with five items, which were 
based on the work by Venkatesh et al. (2012), Patterson and Spreng (1997), Prata et al. 
(2012), KIT (2014) and Turel et al. (2007). These involved customers’ perception of the 
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following: (1) the mobile service is good value for money; (2) the mobile service has 
reasonable pricing; (3) data plan pricing; (4) the provider offers good value for bundle 
services; and (5) the provider offers flexibility in changing the price plan. Table 5.10 
displays the item codes, questions and references for the price value construct. 
Table 5.10 Research Items for Price Value 
Code# Questions Adapted from 
PV1 My mobile services are good value for money.  (Patterson & Spreng 1997; Prata 
et al. 2012; Venkatesh et al. 
2012),  
PV2 The mobile phone plans offered by my service provider 
are reasonably priced.  
(Venkatesh et al. 2012) 
PV3 The service provider provides data plans at a good 
price. 
(KIT 2014; Venkatesh et al. 
2012)  
PV4 At the current price, my mobile service provider offers 
good value for a data bundle plan (mobile phone, 
broadband and home broadband). 
(Turel et al. 2007; Venkatesh et 
al. 2012) 
PV5 The service provider offers flexibility in changing the 
price plan (plan upgrade or downgrade). 
(Venkatesh et al. 2012) 
5.2.3 Step 3: Pre-test Study 
The primary aim of the pre-test was to examine and validate the initial pool of items for 
collecting data. The first step included improving the research instrument validity by 
selecting a POE (panel of experts) (Churchill 1979; Lewis et al. 2005; Straub et al. 2004). 
According to Churchill (1979), the POE should involve people who are experts in the 
relevant area and the topics covered in the research. Hence, this study’s POE consisted 
of academics who had proficiency in IS at the School of Business Information Technology 
and Logistics at RMIT University in Australia, and industry experts in the area of mobile 
telecommunications in Australia. 
The survey was conducted through distribution of a hard-copy survey for the RMIT 
academics and via an email with Qualtrics link for the external industry experts. The POE 
were asked to rate each item from 1 (strongly irrelevant) to 4 (strongly relevant) to gauge 
the relevance between items and their associated constructs. Further, each operational 
definition was provided in the pre-test survey using the same Likert scale to measure 
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whether the definition of each factor was appropriate and relevant (Neuman & Neuman 
2006; Saunders et al. 2011; Uma & Roger 2003; Wysocki 2007). 
The purpose of the pre-test was predominantly to examine whether the questionnaire 
accomplished the main objective of this study, which was to determine the factors 
influencing customer loyalty in the mobile telecommunications sector of Australia (Forza 
2002). For this purpose, it was important that all questions be relevant and appropriate. 
The scale used for pre-test was a four-point Likert scale, as discussed previously. 
Moreover, a four-point (or scale is used to generate a forced choice measure where no 
indifferent option is available (Bertram 2007). A four-point scale has more reliability than 
a six-point scale (Lei 1994); thus, a four-point scale was adopted for this pre-test survey. 
The English version of the survey was sent to five academics in hard-copy form and five 
telecommunications IT experts via an online version to ensure that the instrument 
measured all constructs adequately and appropriately with complete accuracy. While the 
exact number of panel members is not specified in literature, Olson (2010) stated that the 
range for a POE should be a minimum of two and maximum of 20. There were 15 surveys 
distributed among the academics and industry experts to measure the content and face 
validity. Eleven pre-test surveys were answered by panellists (academic and industry 
experts) and four were not returned. One survey was excluded from the statistical 
analysis process because an expert did not answer all the questions. The industry and 
academic experts were asked to assess the questionnaire and establish whether it met 
certain principles, as follows: 
1. whether there was clarity in comprehending each question, with participants easily 
able to understand the questions 
2. whether the time provided to each participant to complete the survey was realistic 
and reasonable 
3. whether the set of instructions provided to participants was easy to understand 
4. whether the operational factors definition reflected what was written in the 
questions, with the main purpose being to gauge the relevancy of each factor with 
their respective items 
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5. whether any rewording was required to avoid ambiguity, and whether any 
questions needed to be divided into two questions to enhance clarity. 
Based on the feedback, slight modifications were made to the scaling and anchoring of 
questions in the questionnaire. The panel of academic and industrial experts 
recommended rewording some questions and deleting repetitive items. There were 12 
comments made on the questions of the research instrument in terms of their clarity, 
adequacy and relevancy. There were some minor amendments to the wording of 
questions, with nine questions reworded (CL7, SI3, SI5, SI6, FC3, FC4, FC7, HM1 and 
CS4). Two questions were deleted, while another question (SI1) was divided into two 
questions (SI1 and SI2), as shown in Appendix B. Overall, the experts stated that the 
survey was clear, easy to answer and comprehensible. Moreover, they indicated that the 
majority of items were closely related to the factors. The experts advised that the total 
time to complete this survey was between 20 and 30 minutes. The data from this survey 
were entered in SPSS Statistics 24 to calculate the inter-rater reliability for pre-test, which 
is the degree of agreement among the panel. Inter-rater reliability was used to gauge the 
reliability and consistency among the 10 academics and industry experts. The 
measurement between the evaluations of two or more experts for assessing the 
constructs’ relevancy could be gauged by using inter-rater or observer reliability (Shrout 
& Fleiss 1979). A four-point Likert scale was used for the pre-test, with the scale anchored 
at 1 (strongly irrelevant) and 4 (strongly relevant). The results indicated that the average 
score from the 10 experts was considered reliable, showing an interval of 0.63 and 0.83, 
with 70 per cent confidence. The results indicated that the internal consistency was good, 
with a Cronbach’s alpha value greater than 0.70 for this pre-test study, as shown in Table 
5.11. The correlation coefficient (interclass correlation coefficient) between the panellists 
(academic and industry experts) and a greater coefficient represented the level of 
agreement among the experts, and showed reliability and stability (Shrout & Fleiss 1979). 
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Table 5.11 Statistics for Mean and Standard Deviation for Pre-test Data 
 Mean Std Deviation Number of Items 
Rater 1 2.9655 1.07136 65 
Rater 2 2.1609 0.96295 65 
Rater 3 2.4138 0.91928 65 
Rater 4 3 0 65 
Rater 5 3.9655 1.0164 65 
Rater 6 3.5057 1.38537 65 
Rater 7 2.6322 1.55341 65 
Rater 8 2.6322 0.59688 65 
Rater 9 3.2069 1.2514 65 
Rater10 3.503 1.058807 65 
5.2.4 Step 4: Pilot Study 
The primary aim of the pilot test was to examine the responses, comments and feedback 
for the complete questionnaire (in terms of understanding, completion timing and 
language) and validate the various scales that were used for the data collection of the 
main study. The survey was distributed to the mobile telecommunication customers. The 
respondents to the survey were asked at the end of the survey to provide feedback about 
the clarity, language, length and time to complete this survey. There was a question that 
asked about the problems faced by respondents, if any. 
In this pilot study, the researcher examined the responses of the participants, who were 
not industry or academic experts in this field but normal users of mobile 
telecommunications products and services. The main aim was to measure the 
participants’ response time and response pattern. It was important to know whether the 
respondents could understand the questions and Likert scale. The clarity, 
understandability and response time to answer the survey were important parts of this 
study, as they helped understand whether respondents could answer the survey 
appropriately and in a timely manner. In this pilot study, the time to complete the survey 
was also monitored, with the start and finish time recorded in the Qualtrics online survey 
tool. The survey was distributed using an online platform provided sponsored by RMIT 
University—Qualtrics (www.qualtrics.com). The survey was distributed among volunteers 
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using snowball and convenience sampling. The survey link was sent to the respondents 
with a voluntary invitation to participate. Social media platforms, such as Facebook 
(www.facebook.com) and LinkedIn (www.linkedin.com), were used for survey distribution. 
In the pilot study, a six-point Likert scale was used (Bertram 2007). At the end of the 
survey, there was a comments section, in which respondents were requested to provide 
feedback about the survey questions, wording and language. 
This pilot study also helped test whether the participants could understand the wording, 
grammar and context of the study. At this stage, participant feedback could be 
incorporated into the actual study. The pilot study was conducted with the participation of 
10 to 15 mobile telecommunications products and services users in Australia. The 
researcher distributed the survey to 20 participants who considered themselves familiar 
with telecommunications mobile products and services. Of these, five people did not 
respond, while 15 did respond. This study considered 15 responses sufficient to conduct 
a pilot study, as per Chwelos et al. (2001). The respondents for this study were asked to 
respond to the online survey. If the respondents had any difficulty in answering the 
questions or found them to be unclear, they were requested to provide their concerns at 
the end of the survey in the comments section. In general, the respondents stated that 
the survey questions were easy, clear and understandable. The range of time needed to 
answer all questions was between 21 and 25 minutes. At the end of this study, with the 
help of feedback, the five questions were reworded to improve the clarity of each question 
for the main study (see Appendix C). 
5.2.5 Addressing Common Method Bias Issue 
Research instrument bias may exist in certain areas when conducting a research survey 
(Williams & Brown 1994), including item bias, ambiguity, unfamiliar terms and jargon, poor 
grammatical format, language differences and composite questions (Chomley 2014). In 
previous research, scholars have indicated that common method bias is a problem that 
research must control (Dillman & Carley-Baxter 2000; Ostroff et al. 2002; Podsakoff et al. 
2012). Therefore, researchers must control common method bias if they wish to increase 
the response rate and minimise the biases in their research (Dillman & Carley-Baxter 
2000). The problem is related with item bias, which may increase or decrease the 
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association, which results in poor validity of associations between measures (Nunnally 
1994). Podsakoff et al. (2003,p.879) described it as ‘the spurious variance that is 
attributable to the measurement method rather than to the constructs the measures are 
assumed to represent’. Additionally, Richardson et al. (2009) described it as ‘systematic 
error variance shared among factors measured with and introduced as a function of the 
same method and/or source’. Consequently, this bias will generate incorrect internal 
consistency between factors. 
This research employed several methods to avoid common method bias. The first and 
most important method was to reduce mistakes while the questionnaire was being 
designed. This included ensuring clear and concise language, which helps reduce 
confusion among participants. Thus, all the scales were properly labelled (Podsakoff et 
al. 2003). Second, the survey included a cover letter that clearly explained the aim of this 
study and described how this information could help mobile users and businesses 
(Dillman & Carley-Baxter 2000; Podsakoff et al. 2003). This was important because it 
helped maximise the participants’ motivation level. The third important approach was to 
avoid socially required bias in the participants’ responses; thus, they were informed that 
their answers would remain anonymous to maintain their privacy (Podsakoff et al. 2003; 
Richardson et al. 2009). The researchers asked participants to answer the questionnaire 
items according to their situation and circumstances such as their privacy did not get 
affected. The fourth step was to reduce common method bias, whereby the survey 
questions were transformed using two approaches: reverse coding and semantic scaling 
(Podsakoff et al. 2003; Richardson et al. 2009). It is important to keep survey questions 
interesting and engaging so that participants can participate with full interest and 
attention. The main aim of reverse coding method is to keep participants involved, 
engaged and focused by reversing the words and making them negative, rather than 
replying to survey questions in an instinctive way (Podsakoff et al. 2003; Podsakoff et al. 
2012). According to Podsakoff et al. (2003), the semantic scale is an evaluation scale that 
measures items with the same scale yet dissimilar values. Further, for the PLS-SEM, 
common method bias is detected through a full collinearity evaluation method (Kock 
2015), where the variance inflation factor (VIF) values should be lower than the 3.3 
threshold (Hair  et al. 2017; Kock 2015) to indicate that the model is free from common 
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method bias. VIF values greater than 3.3 indicate that the model may be contaminated 
by common method bias issues. For this study, all factors’ VIF values were lower than or 
equal to the 3.3 threshold; thus, the model could be considered free from common method 
bias issues, as indicated in Table 5.12. 
Table 5.12 VIF Values for Constructs 
Construct VIF 
CE 2.948 
CL 1.135 
CS 1.044 
EE 2.576 
FC 3.065 
HM 2.909 
HT 2.401 
PE 2.301 
PV 1.966 
SI 1.199 
The scales used in the questionnaire were non-metric scales, including nominal scales 
(including demographics such as age, gender, location, job status, education, experience 
as a mobile user, current and previous mobile operator, number of mobile devices and 
mobile use) and ordinal scales (six-point Likert scales). Based on the resulting items for 
each construct, a questionnaire was developed with 64 items, excluding the 18 
demographic questions. These items were considered the most consistent with the 
literature (Lam et al. 2004; Shankar et al. 2003; Venkatesh & Bala 2008; Venkatesh et al. 
2012, 2016; Venkatesh & Zhang 2010), relevant to the Australian mobile 
telecommunications service context, and representative of the question pool. Some of the 
items for constructs performance expectancy, effort expectancy, social influence, 
facilitating conditions, habit, hedonic motivation and price value have previously been 
tested empirically, but in different contexts, such as airline, banking and mobile phone 
contexts (Escobar-Rodríguez & Carvajal-Trujillo 2014; Rahi et al. 2018; Venkatesh et al. 
2012). Some items were modified (CL7, SI3, SI5, SI6, FC3, FC4, FC7, HM1 and CS4) 
and some were newly created for this research (SI2). These indicators were intended to 
measure 10 constructs, as depicted in the theoretical framework model in Figure 3.3. All 
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indicators were measured on a six-point Likert scale and semantic scale. The Likert 
scales were anchored at 1 (strongly agree) and 6 (strongly disagree), 1 (strongly 
dissatisfied) and 6 (strongly satisfied), 1 (very difficult to use) and 6 (very easy to use), 1 
(very difficult to understand) and 6 (very easy to understand), 1 (extremely inconvenient) 
and 6 (extremely convenient), and 1 (less than my expectation) and 6 (higher than my 
expectation). The semantic scale was also measured on six-point scale. These questions 
measured customer loyalty towards mobile telecommunications products and services. 
The survey was sent to mobile customers over the age of 18.  
The questionnaires were divided into two sections titled ‘Demographic’ and ‘Actual Study’, 
so that the questionnaire did not to appear to be too long. The titles also sought to help 
participants develop an initial expectation of what might be asked in each section to help 
improve their understanding and make responding easier. Table 5.13 presents an 
example of the semantic scale questions used in this survey, while Table 5.14 presents 
an example of the Likert scale questions used in this survey. 
Table 5.13 Example of Semantic Questions from the Survey 
Based on the service experience that you frequently use, to what extent does your experience exceed 
expectation on the following statements? 
61. The mobile value-added 
service 
Less than my expectation       Higher than my 
expectation 
62. The quality of voice calls, such 
as voice clarity and signal strength 
Less than my expectation        Higher than my 
expectation 
63. The reliability of data services  Less than my expectation        Higher than my 
expectation 
64. The resolution of service 
complaints  
Less than my expectation        Higher than my 
expectation 
Table 5.14 Example of Likert Scale Questions from the Survey 
Thinking about the mobile service that you frequently use, share your usage experience (very difficult to 
use [1] or very easy to use [6]). 
55. Mobile services, such as voice and data services 1 2 3 4 5 6 
56. Mobile online billing and payment services 1 2 3 4 5 6 
57. Overall mobile services 1 2 3 4 5 6 
58. Mobile internet services 1 2 3 4 5 6 
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The researcher invested care (through using industry and academic expert opinions) to 
avoid issues such as double-barrelled, ambiguous and incomplete questions. Individual 
questions were checked (using the experts’ feedback and existing literature) to ensure 
that they fit well in the research context of mobile telecommunications products and 
services. The researcher then scrutinised whether the items were as clear and concise 
as possible to minimise the amount of time and effort that a participant would require to 
complete this survey. The measurement scale (Likert scale and semantic scale) 
throughout this survey also helped the participants complete the survey easily, as per the 
feedback question at the very end of this survey. In addition, questions pertaining to the 
same aspect of mobile services were grouped to avoid any disruption to the participants’ 
flow of thoughts as they proceeded to the next section (e.g., items related to effort 
expectancy were grouped together). However, two items (FC3 and HT4) were negatively 
worded to detect cases where respondents might give automatic ratings without reading 
the questions. 
5.3 Summary 
This chapter has discussed the instrument design, including developing the stages of the 
online survey for the final main study, for data collection purposes. This chapter also 
discussed the survey-based approach and its appropriateness for this study. The 
instrument development process was discussed in detail with the support of an instrument 
development framework provided by Churchill (1979). A step-by-step approach was 
provided to minimise errors through following the Churchill (1979) framework. This 
chapter thoroughly addressed the common method bias issue to minimise survey errors. 
The steps for item purification were discussed through the pre-test and pilot study. The 
modification of items was undertaken following a thorough research procedure and based 
on feedback from a POE (academics and industrial experts). 
The following chapter will discuss the data preparation and descriptive analysis. This 
chapter helped in the design and development of the research questions used for this 
quantitative study. The questions were adapted from the previous literature and modified 
for the context of mobile telecommunications products and services. The next chapter will 
discuss the data analysis of the final study, which was conducted through an online survey 
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using marketing company, Research Now. Ethics approval was obtained before 
conducting the online surveys. The next chapter discusses the complete data analysis, 
including data labelling, data cleaning, descriptive analysis, determining reliability and 
discriminant validity, structural model testing, hypotheses testing, power analysis, and 
mediation and moderation analysis. 
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Chapter 6: Data Analysis and Findings 
6.1 Overview of Chapter 6 
The previous chapters provided the literature review, theoretical framework, hypotheses 
development, research methodology and research instrument development. This chapter 
discusses the data analysis, including the data preparation steps, descriptive analysis 
steps and detailed statistical analysis. This chapter also discusses the data preparation 
steps, such as missing data analysis, outlier analysis, normality analysis and common 
method bias test. Further, this chapter discusses the validity and reliability of the 
measurement model, along with testing of the hypotheses formulated in Chapter 3. The 
research instrument for this study was based on an online survey technique, in line with 
the quantitative principles; however, the research instrument was improved by the 
comments provided by an expert panel. The instrument was designed to be self-
administered by individuals through a website link. This Qualtrics link for the online survey 
was distributed by the marketing company, Research Now. The survey development 
phases were discussed in Chapters 4 and 5, and the survey was used as a tool to acquire 
customer responses about customer loyalty regarding Australian mobile 
telecommunications products and services. The first task after data cleaning (missing 
values, outliers, unengaged responses and normality) was to present descriptive analysis 
statistics, including mean, standard deviation, frequencies, and minimum and maximum 
values of the demographics and survey questions from the preliminary analysis. 
Moreover, the online survey method was used to capture responses from the participants, 
and present their inferences based on the proposed research model, as discussed in 
Chapters 2 and 3. Finally, the analysis results were used for further research model 
validation using confirmatory statistical analysis technique through PLS-PM. The main 
purpose of PLS-PM was the statistical validation of the research model. The structure of 
this chapter is discussed in the following section. 
Sections 6.2 and 6.3 describe the data preparation and descriptive analysis of the data 
collected through the online survey. The survey responses were analysed using SPSS 
version 25 and SmartPLS version 3.0. The demographic questions were analysed and 
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described in terms of their implications. In Section 6.4, the model validation will be tested 
using PLS-PM technique. This is followed by Sections 6.5 to 6.11, in which structural 
model testing and hypotheses testing will be discussed. The chapter concludes with a 
summary in Section 6.12 that provides a brief overview of the whole chapter. 
6.2 Data Analysis Procedure 
The data analysis method followed the process described in the block diagram in Figure 
6.1. The first step involved data preparation for analysis, which considered missing 
values, unengaged responses, normality and outliers. The next step considered the 
reliability of the research instrument. Once the researcher confirmed the reliability of the 
items, the next step was assessing the measurement and structural models, which 
comprised three steps: assessment of measurement model without moderators, 
assessment of structural model without moderators, and assessment of structural model 
with moderators. The next step was assessing the measurement model with the 
moderators of age, gender and experience. The final step of this analysis was testing of 
the research hypotheses formulated in Chapter 3. 
 
Figure 6.1 Analysis Process 
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6.2.1 Data Preparation 
To prepare the data for assessment of the measurement and structural model, an initial 
preliminary data examination was undertaken. It is important to conduct data screening, 
which comprises visual inspection of the data, to identify and correct errors in the 
datasets, identify missing values and data, and complete statistical tests of any violation 
of statistical assumption, including outliers and normality (Hair et al. 2010). There were 
several tests conducted to check if any values lay outside the expected range because 
of errors made when entering the data into the SPSS tool. Further, this identification and 
determination of data errors included descriptive statistical tests, including means, 
standard deviations, frequencies, and minimum and maximum values. 
After the preliminary evaluation of the data, the first step in this process was to prepare 
the data for analysis. This included identifying missing data via the SPSS tool and 
remediating the missing values by filling in the missing data. The next step was to deal 
with unengaged responses, outliers, reverse coded items and normality. According to 
Osborne (2013, p.99), data cleaning is one of the most important steps for the validity of 
quantitative methods. Data cleaning can be critical not only for problematic responses 
that lead to the violation of statistical assumptions, such as normality and homogeneity of 
the variance, but also because it can cause errors in parameter estimation, leading to the 
assumption violation issue. In addition, data examination and cleaning are critical steps 
to gain a clear understanding of the data properties, characteristics and analysis. Data 
examination and cleaning make data more accurate for analysis. 
The researcher verified the data accuracy to ensure that data entry and data labelling for 
each item were undertaken accurately and correctly. First, the researcher verified all the 
data entries one by one, and ensured that all entries were correct. Further, for negatively 
worded questions, the researcher ensured their sequence was entered correctly 
according to the Likert scale. Second, a descriptive statistical analysis was undertaken 
for any haphazard or unusual values (outliers, negatively worded items, data not correctly 
entered or typing mistakes) to compute frequency distribution, minimum and maximum 
values, mean, standard deviation, and variance for the continuous data. The data analysis 
began with data screening, which consisted of a review of the missing values, detection 
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of outliers, unengaged responses and item normality. Of the 384 responses received, 364 
were deemed usable, which excluded eight responses with outliers (univariate and 
multivariate outliers). The survey was online with an initial screening question, only 
respondents with mobile service were able to participate. Further, the survey was 
designed in such a way that the respondents needed to respond to each question before 
moving onto the next question. Therefore, there were no missing values for this study 
based on the data collected online. The below section discusses how each step was 
undertaken. 
Unengaged Responses 
The researcher examined the data thoroughly by examining each response provided by 
participants. The researcher considered a few issues during this activity, such as the time 
taken to complete this survey and the response pattern. In addition, statistics analysis 
was undertaken, such as mean, standard deviation and variance, to check the responses. 
Standard deviation was checked for each respondent to identify the responses with no 
variance. According to Gaskin (2013), a lower value of standard deviation suggests that 
the respondent has answered each question with the same value without reading the 
question. Six responses showed a standard deviation of less than 0.5 on answers to the 
items. Therefore, these responses were detected and deleted. After deleting the 
unengaged responses, the items with reverse coding and negative markers were 
recoded, so that a greater score indicated higher levels of response. 
According to Hair et al. (2010), outliers describe the difference between actual and 
predicted values for observations. In this study, all variables were measured on an ordinal 
Likert-type scale with six points, with no extreme value for any outlier. The outliers were 
also examined using Cook’s distance (also known as Cook’s D) (Field 2009). The primary 
purpose of this method is to measure the effect of removing a particular response from 
the analysis, which could lead to more accurate data analysis results for the PLS-PM 
model. Moreover, Cook’s distance determines the research data point with greater 
residuals. The formula used to identify influential cases (that is, data points with a large 
influence on regression) is 𝐷𝑖 > 4/n , where n is the number of cases and Di is the 
distance that estimates move within the confidence ellipsoid (Field 2009). The confidence 
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ellipsoid is a region of plausible values for the parameters. Hence, cases valued above 
the value of Di are considered influential cases (Field 2013; Pincus et al. 2002). The below 
mentioned six cases were deleted because they exceeded the cut-off value of 4 ÷ N or 
4 ÷ 384 (= 0.01041). The maximum Cook’s distance value in this study was 0.0816. The 
Cook’s distances for the various cases are shown in Table 6.1. 
Table 6.1 Cook’s Distance of Data Points 
Participant Number Cook’s Distance Value 
202 0.0816 
171 0.0288 
143 0.01339 
72 0.01089 
63 0.01889 
301 0.01598 
303 0.01477 
291 0.01299 
353 0.01198 
357 0.01278 
371 0.02788 
381 0.01697 
Normality 
The most important assumption in multivariate analysis is normality, which refers to the 
shape of the data distribution for an individual metric variable and its correspondence to 
normal distribution (Hair et al. 2010). If the variation from normal distribution is extensively 
large, all resulting statistical tests are invalid because normality is required to use F- and 
t-statistics. In addition, multivariate normality is the combination of two or more variables, 
and means that individual variables are normal in a univariate sense and their 
combinations are also normal (Hair et al. 1998). In addition, the shape of any distribution 
can be measured by two factors: kurtosis and skewness. Further insight into kurtosis 
shows that, for symmetric and unimodal distributions, positive kurtosis refers to a heavy 
tailed and peakedness (flatness, pointiness or modality) relative to normal distribution, 
while negative kurtosis shows a light tail and flatness relative to normal distribution 
(DeCarlo 1997). Kurtosis also refers to the height of the distribution, whereas skewness 
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is used to describe the balance of the distribution, which can be shifted to one side (right 
or left), centred or symmetrical with the same shape on both sides (Hair et al. 1998; Hair 
et al. 2010). In this step, univariate data screening was undertaken for the normality check 
of all the items. To do this, the skewness and kurtosis values of each item were calculated 
and compared with the most commonly used critical values. Hair et al. (2010) suggested 
the critical values of ˗2.58 to +2.58 and ˗1.96 to +1.96 for skewness and kurtosis, 
respectively, which correspond to a .05 error level. However, Kline (2015) suggested a 
more lenient measure of +/˗10 for kurtosis. The kurtosis and skewness values were within 
the range of the critical values for this study (Appendix F). According to Hair et al. (2010), 
normality may not have serious effects on results for a sample size over 200. Therefore, 
a larger sample size has the potential to decrease the effect of normality on the results or 
analysis (Byrne 2013). 
6.3 Descriptive Analysis 
This section reports on the descriptive data analysis based on the survey responses. The 
data were collected using marketing company Research Now, who are experienced in 
marketing data collection and research surveys. Initially, the survey was distributed 
among 1,985 participants; however, only 384 respondents completed the survey. Thus, 
the response rate for this survey was 19.34 per cent. Descriptive analysis was employed 
to conduct a thorough analysis for this study; hence, descriptive analysis was considered 
the preliminary step in data analysis.  
Appendix G provides an overview of the means and standard deviations of the variable 
values and the variances in the responses of the survey participants. The scales for this 
study enabled sufficient differentiation and the full range of response options has been 
positioned. The discussion in the following sections provides more detail of the responses 
from participants according to the measures. In the next section, the respondents’ 
demographic analysis is discussed in detail. 
6.3.1 Respondent Demographics 
This section presents the profile of respondents in terms of their age, gender, education, 
income, monthly mobile spending, number of mobile plans, mobile usage, main purpose 
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of using the mobile phone, primary service provider for current and previous mobile 
service, and length of mobile service usage. 
Around 50.5 per cent (184 of 364) of respondents were male, and the remaining 49.5 per 
cent (180 of 364) of respondents were female. Figure 6.2 presents the respondents’ ages. 
Fifteen per cent of respondents were aged 18 to 25 years, while 18 per cent were aged 
26 to 35 years, 18 per cent were aged 36 to 45 years, almost 17 per cent were aged 46 
to 55 years, 17 per cent were aged 56 and 64 years, and 16 per cent were over the age 
of 65 years. 
 
Figure 6.2 Respondents’ Age 
When recording the number of times that the participants had used mobile services, as 
shown in Figure 6.3, which represents the respondents’ location. The data indicated that 
29.1 per cent of respondents were from the state of New South Wales, almost 25.5 per 
cent were from Victoria, 17.3 per cent were from Queensland, 9.3 per cent were from 
South Australia, 2.2 per cent were from the Australian Capital Territory and around 1.4 
per cent were from the Northern Territory. The survey was distributed nationwide in 
Australia as per the population distribution ration per state. The respondents’ locations 
show the state-wide distribution as New South Wales and Victoria are the largest states 
as per national population statistics. 
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Figure 6.3 Respondents’ Locations 
Figure 6.4 presents the respondents’ employment status, indicating that 54.9 per cent of 
respondents were employed, while around 7.1 per cent of respondents were self-
employed. Moreover, around 7.4 per cent of respondents were unemployed and 1.1 per 
cent were volunteers. Further, 6.3 per cent of respondents were students, 20.1 per cent 
were retired and around three per cent were unable to work.  
 
Figure 6.4 Respondents’ Employment Status 
Figure 6.5 presents the respondents’ annual income. Most respondents’ income (around 
38.2 per cent) was between $37,001 and $80,000, followed by 22.5 per cent of 
respondents with an annual income of around $80,001 to $180,000. Around 20.1 per cent 
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of respondents had an annual income of $18,200 to $37,000, while around 17.3 per cent 
of respondents had an annual income of around $0 and $18,000. The remaining 2 per 
cent of respondents had an annual income greater than $180,000. 
  
Figure 6.5 Respondents’ Income Status 
Figure 6.6 presents the respondents’ education status. Around 24.2 per cent of 
respondents held bachelor degrees, 23.2 per cent were high school graduates, 21.4 per 
cent held diplomas, 15.7 per cent held postgraduate degrees, around 14 per cent held a 
Certificate IV or below, and 0.8 per cent of respondents had never been to school. 
 
Figure 6.6 Respondents’ Education Status 
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Table 6.2 presents the mobile phone handset status of the respondents using mobile 
telecommunications services. Around 75.2 per cent of respondents were using only one 
mobile phone, 19.8 per cent were using two mobile phones, 4.1 per cent were using three 
handsets, 0.3 per cent were using four mobile phones, and around 0.5 per cent were 
using two mobile phones. 
Table 6.2 Respondents’ Use of Mobile Phone Handsets 
Number of Mobile 
Phones Used 
Frequency Per Cent 
0 0 0 
1 274 75.2 
2 72 19.8 
3 15 4.1 
4 1 0.3 
5 2 0.5 
6 or more 0 0 
Total 364 100 
Table 6.3 presents the respondents’ usage of other mobile devices (such as tablets or 
dongles). Around 78.3 per cent of respondents were using only one mobile device, 13.7 
per cent were using two mobile devices, 3.8 per cent were using three devices, and 4.1 
per cent were not using any mobile device. 
Table 6.3 Respondents’ Use of Other Mobile Devices (Tablets and Dongles) 
Number of Mobile 
Devices Used 
Frequency Per Cent 
0 15 4.1 
1 285 78.3 
2 50 13.7 
3 14 3.8 
4 0 0 
5 0 0 
6 or more 0 0 
Total 364 100 
Figure 6.7 presents the number of mobile prepaid phone plans held by the respondents.  
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Around 41 per cent of respondents were using only one mobile prepaid plan, seven per 
cent were using two mobile prepaid plans, 1.7 per cent were using three mobile prepaid 
plans, and 0.3 per cent were using more than three mobile prepaid plans. Around 50 per 
cent of participants were not using any mobile prepaid phone plans. 
 
Figure 6.7 Respondents’ Number of Mobile Phone Prepaid Plans 
Figure 6.8 presents the respondents’ number of post-paid phone plans. Around 53 per 
cent of respondents were using only one post-paid phone plan, 12 per cent were using 
two post-paid plans, 2.7 per cent were using three post-paid plans, and one per cent were 
using more than three post-paid plans. Around 31 per cent of participants were not using 
any mobile post-paid phone plans. 
 
Figure 6.8 Respondents’ Number of Mobile Post-paid Phone Plans 
Figure 6.9 presents the mobile phone customers’ average monthly bill for usage. 
Approximately 14.6 per cent of respondents were spending up to $20 per month, 25.5 per 
41%
7%1.
0.3
50%
Mobile Prepaid Plans
one
two
three
more than three
none
53%
12%
3%1%
31%
Mobile Post-paid Plans
one
two
three
more than three
none
 151 
cent were spending up to $40 a month, 19.8 per cent were spending around $60 a month, 
26.9 per cent were spending $80 a month, and 13.2 per cent were spending more than 
$100 on their monthly bill. 
 
Figure 6.9 Respondents’ Average Monthly Mobile Phone Bill 
Figure 6.10 identifies the participants’ type of mobile phone usage for personal or 
business needs. Approximately 80 per cent of respondents used a mobile phone for 
personal use only, two per cent used a mobile phone for business purposes only, and 18 
per cent used a mobile phone for both business and personal use. 
 
Figure 6.10 Respondents’ Mobile Phone Service Usage 
Figure 6.11 identifies the participants’ type of mobile broadband service usage for 
personal or business needs. Approximately 80 per cent of respondents used mobile 
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broadband for personal use only, four per cent used mobile broadband for business 
purposes only, and 16 per cent used mobile broadband for both business and personal 
purposes. 
 
Figure 6.11 Respondents’ Mobile Broadband Service Usage 
Figure 6.12 presents the number of service providers that respondents had used in the 
previous five years for mobile phone prepaid services. Around 39 per cent of respondents 
had not used any mobile provider for prepaid services, 40 per cent had used only one 
mobile service provider for prepaid services, around 18 per cent had used two mobile 
service providers for prepaid services, and almost two per cent had used three mobile 
service providers for prepaid services. One per cent of respondents had used four or five 
service providers for mobile phone prepaid services. 
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Figure 6.12 Respondents’ Number of Prepaid Service Providers in Previous Five Years 
Figure 6.13 presents the number of service providers that respondents had used in the 
previous five years for mobile phone post-paid services. Around 26 per cent of 
respondents had not used any post-paid service provider, 43 per cent had used only one 
mobile service provider for post-paid services, around 25 per cent had used two mobile 
service providers for post-paid services, and almost four per cent had used three mobile 
service providers for post-paid services. Two per cent of respondents had used four or 
five service providers for mobile phone post-paid services. 
 
Figure 6.13 Respondents’ Number of Post-paid Service Providers in Previous Five Years 
Figure 6.14 represents the respondents’ primary previous mobile phone prepaid service 
provider. Around 16.2 per cent of respondents were using Optus or Telstra, 13.7 per cent 
were using Vodafone, 4.4 per cent were using Virgin Mobile, 1.1 per cent were using 
TPG, 0.3 per cent were using Vaya, 0.5 per cent were using Dodo, 0.5 per cent were 
using Yatango, 0.3 per cent were using Lycamobile, 0.8 per cent were using Boost Mobile, 
seven per cent were using Amaysim, 5.8 per cent had no other mobile service and 38.2 
per cent of respondents were not using mobile prepaid services with any service provider 
previously. 
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Figure 6.14 Respondents’ Previous Service Providers 
Table 6.4 presents the respondents’ length of mobile prepaid service usage with their 
current service provider. Around 14.3 per cent of respondents had been using a mobile 
prepaid service with their current service provider for less than 12 months. Around 9.3 
per cent had been using the service for 13 to 24 months, 5.5 per cent had been using the 
mobile prepaid service for 25 to 36 months, three per cent had been using the service for 
37 to 48 months, and around 14.8 per cent had been using the service for more than 48 
months. Around 53 per cent of respondents were not using a mobile prepaid service with 
their current service provider. 
Table 6.4 also presents the respondents’ length of mobile post-paid service usage with 
their current service provider. Around 9.9 per cent of respondents had been using mobile 
post-paid broadband services with their current service provider for less than 12 months. 
Around 11 per cent of respondents had been using the service for 13 to 24 months, six 
per cent had been using the service for 25 to 36 months, 4.7 per cent had been using the 
service for 37 to 48 months, and around 22 per cent had been using the service for more 
than 48 months. Around 27.2 per cent of respondents were not using a mobile post-paid 
service with their current service provider. 
Table 6.4 presents the respondents’ length of mobile home broadband service usage with 
their current service provider. Around 12.6 per cent of respondents had been using the 
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service with their current service provider for less than 12 months. Around 12.9 per cent 
had been using the service for 13 to 24 months, 6.3 per cent had been using the service 
for 25 to 36 months, 5.8 per cent had been using the service for 37 to 48 months, and 
around 35.2 per cent had been using the service for more than 48 months. Around 27.2 
per cent of respondents were not using a mobile home broadband service with their 
current service provider. 
Further, Table 6.4 also presents the respondents’ length of mobile post-paid broadband 
service usage with their current service provider. Around 8.8 per cent of respondents had 
been using the mobile post-paid service with their current service provider for less than 
12 months. Around 10.7 per cent had been using the service for 13 to 24 months, 9.1 per 
cent had been using the service for 25 to 36 months, six per cent had been using the 
service for 37 to 48 months, and around 25 per cent had been using the service for more 
than 48 months. Around 40.4 per cent of respondents were not using a mobile post-paid 
broadband service with their current service provider. 
Table 6.4 also presents the respondents’ length of mobile phone prepaid service usage 
with their current service providers. Around 11.8 per cent of respondents had been using 
the service with their current service provider for less than 12 months. Around eight per 
cent had been using the service for 13 to 24 months, 4.1 per cent had been using the 
service for 25 to 36 months, 3.3 per cent had been using the service for 37 to 48 months, 
and around 15.9 per cent had been using the service for more than 48 months. Around 
56.9 per cent of respondents were not using a mobile prepaid broadband service with 
their current service provider. 
Table 6.4 Respondents’ Length of Usage with Current Service Provider 
Services Less 
than 12 
Months 
13–24 
Months 
25–36 
Months 
37–48 
Months 
More 
than 48 
Months 
Zero 
Mobile prepaid broadband service 52 34 20 11 54 193 
Mobile post-paid broadband service 36 40 22 17 80 169 
Mobile home broadband service 46 47 23 21 128 99 
Mobile phone post-paid service 32 39 33 22 99 147 
Mobile phone prepaid service 43 29 15 12 58 207 
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Appendix I presents the respondents’ primary current mobile phone prepaid service 
provider. Around 14 and 12.9 per cent of respondents were using Optus and Telstra, 
respectively, 9.1 per cent were using Vodafone, 2.7 per cent were using Virgin Mobile, 
0.5 per cent were using TPG, 0.3 per cent were using Vaya, 0.3 per cent were using 
Dodo, 0.5 per cent were using Yatango, 0.8 per cent were using Lebara, 0.3 per cent 
were using Lycamobile, 5.5 per cent were using Boost Mobile, 4.7 per cent were using 
Amaysim, 48.4 per cent were using another mobile service, and 0.8 per cent were not 
using a mobile prepaid service with any service provider. 
Appendix J presents the respondents’ primary current mobile phone post-paid service 
provider. Around 19.2 and 25.5 per cent of respondents were using Optus and Telstra, 
respectively, 12.6 per cent were using Vodafone, 4.7 per cent were using Virgin Mobile, 
1.1 per cent were using TPG, 1.4 per cent were using Dodo, 0.5 per cent were using 
Yatango, 0.5 per cent were using Crazy John’s, 1.1 per cent were using Amaysim, 4.1 
per cent were using another mobile service, and 29.1 per cent were not using a mobile 
post-paid service with any service provider. 
Appendix K presents the respondents’ primary current mobile broadband prepaid service 
provider. Around eight and 13.5 per cent of respondents were using Optus and Telstra, 
respectively, 4.4 per cent were using Vodafone, 1.1 per cent were using Virgin Mobile, 
0.5 per cent were using TPG, 0.5 per cent were using Dodo, 0.3 per cent were using 
Lebara, 0.5 per cent were using Crazy John’s, 0.8 per cent were using Boost Mobile, 2.2 
per cent were using Amaysim, 1.9 per cent were using another mobile service, and 66.2 
per cent were not using a mobile broadband prepaid service with any service provider. 
Appendix L presents the respondents’ primary current mobile broadband post-paid 
service provider. Around eight and 18.7 per cent of respondents were using Optus and 
Telstra, respectively, 4.1 per cent were using Vodafone, 1.6 per cent were using Virgin 
Mobile, 2.2 per cent were using TPG, 0.5 were using Vaya, 1.9 per cent were using Dodo, 
0.3 per cent were using Lebara, 0.3 per cent were using Crazy John’s, 0.3 per cent were 
using Boost Mobile, 0.3 per cent were using Yatango, 3.6 per cent were using Amaysim, 
58 per cent were using another mobile service, and eight per cent were not using a mobile 
broadband post-paid service with any service provider. 
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Appendix M presents the respondents’ primary current mobile home broadband service 
provider. Around 12.1 and 25.5 per cent of respondents were using Optus and Telstra, 
respectively, 1.1 per cent were using Vodafone, 1.4 per cent were using Virgin Mobile, 
9.1 per cent were using TPG, 4.7 per cent were using Dodo, 0.3 per cent were using 
Crazy John’s, 4.7 per cent were using Boost Mobile, 0.3 per cent were using Amaysim, 
4.7 per cent were using another mobile service, and 36.3 per cent were not using a mobile 
home broadband service with any service provider. 
6.4 Data Analysis and Model Validation 
An initial data analysis was undertaken for the demographic questions to gain new 
insights about the phenomenon and conduct the descriptive analysis. Data cleaning steps 
were performed for the main study construct items in the previous section. As discussed 
in Chapter 5, the research instrument was developed based on the research model for 
this study. In this study, each construct was measured through reflective items. This 
section continues the statistical data analysis to measure the validation of the proposed 
research model using the participant response data from the online study. A discussion 
of the findings and the implications of the findings for mobile telecommunications service 
customer loyalty will be discussed further in Chapters 7 and 8, respectively. The data 
analysis for the main study was evaluated using a statistical tool to validate the research 
model. PLS-PM was used to assess the measurement models (outer models) without 
moderators and structural models (inner models) with moderators. Hair  et al. (2016) 
argued that model estimation drives the empirical measures of the relationships between 
the items and constructs (measurement models), as well as between the constructs 
(structural model). In this study, the model assessment initially focused on the 
measurement model. In this step, the researcher evaluated the reliability and validity of 
the construct measures. Moreover, there were several variables to indirectly measure the 
concept of customer loyalty for this study; therefore, the multivariate measurement used 
independent variables. 
The model for this study included 10 latent variables, both dependent and independent. 
Three moderating variables acted as interaction variables for this study. For this purpose, 
the research model was divided into two measurement models for evaluation: 
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1. measurement model M1: this model did not have moderating variable influence 
2. measurement model M2: this model did have moderating variable influence. 
The following three analysis steps were used to assess the measurement and structural 
models. In the first step, measurement model validity was assessed without moderating 
effects of the moderating variables or a reference model using standard measures such 
as composite reliability, average variance extracted (AVE), discriminant validity and t-
statistics for structural model, as used by Brown et al. (2006), Venkatesh and Bala (2008), 
Venkatesh et al. (2008) and Amin and Afandi (2012). Certain tests—including reliability, 
convergent validity and discriminant validity tests—were employed to assess the 
measurement model without moderating factors during this stage. 
The second step was assessment of the structural path without moderating effects, with 
path coefficient using a bootstrap resampling procedure and R-square (the coefficient of 
determination). The bootstrap procedure also assesses the sampling distribution of an 
estimator by resampling with replacement from the original sample (Temme et al. 2006). 
Further, in the bootstrap procedure, resampling methods are used to calculate the 
magnitude of PLS coefficients (Khoi & Ngan 2019). Likewise, PLS-SEM depends on a 
bootstrap procedure for statistical interpretations. R-square values are the amount of 
explained variance of endogenous latent variables in the structural model. A higher value 
of R-square explains the construct better with latent variables in the structural model (Hair  
et al. 2016). This step helped evaluate the inner research reference model (model M1) 
without moderating variables via path coefficient analysis. Hence, the validity of the model 
without moderators was statistically analysed using PLS-PM analysis. 
In the third step, the comparison of both structural models with and without moderating 
factors was undertaken. This analysis included moderator variables, such as age, gender 
and length of experience. In this step, the significance of path coefficients between 
different variables and the coefficient of determination (R-square) were assessed (Hair  
et al. 2016; Hair et al. 2011). This step helped understand the structural model with and 
without moderators. Moreover, the significance of paths was measured with and without 
the moderating variables of age, gender and experience.  
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These three steps were performed to compare the models with and without the 
moderators. Moreover, these findings from hypotheses testing helped check the status of 
the hypotheses (significant or not significant) developed in Chapter 3. The analyses 
helped generate statistical inferences and conclusions about the research model for this 
study. 
6.4.1 Measurement Model Evaluation: Model M1 
This section discusses the adequacy of the preliminary assessment of the model without 
the moderating effects. The results of this analysis helped further analyse the final model 
with moderating factors by comparing the outcomes without moderating factors, as 
presented in later sections of this chapter. The adequacy of the measurement model was 
assessed by observing the construct and individual reliability, convergent or composite 
validity, and discriminant validity. 
6.4.2 Construct Reliability 
Netemeyer et al. (2003) argued that construct reliability (often known as composite 
reliability) is a measure of the internal consistency in scale items, such as Cronbach’s 
alpha. The construct reliability is measured with respect to the loadings and simple 
correlations of the items with their respective constructs (Carmines & Zeller 1979). Table 
6.5 displays the factor loadings of all the indicators for this study. 
 
Table 6.5 Outer Loadings and Cross-loadings of Study Items 
Items Loadings Items Loadings Items Loadings Items Loadings 
PE SI4 0.864 HM3 0.834 HT6 0.706 
PE1 0.835 SI5 0.851 HM4 0.785 CE 
PE2 0.822 SI6 0.883 HM5 0.845 CE1 0.625 
PE3 0.904 FC HM6 0.791 CE2 0.778 
PE4 0.913 FC1 0.805 HM7 0.543 CE3 0.367 
PE5 0.893 FC2 0.777 CS CE4 0.497 
PE6 0.778 FC3 0.099 CS1 0.856 CE5 0.714 
EE FC4 0.727 CS2 0.874 CE6 0.802 
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EE1 0.715 FC5 0.784 CS3 0.845 CE7 0.773 
EE2 0.751 FC6 0.755 CS4 0.787 CE8 0.821 
EE3 0.843 PV CS5 0.882 CE9 0.784 
EE4 0.796 PV1 0.849 CS6 0.692 CL 
EE5 0.872 PV2 0.793 HT CL1 0.796 
EE6 0.852 PV3 0.876 HT1 0.711 CL2 0.833 
EE7 0.585 PV4 0.831 HT2 0.585 CL3 0.732 
SI PV5 0.727 HT3 0.734 CL4 0.742 
SI1 0.831 HM HT4 0.091 CL5 0.707 
SI2 0.803 HM1 0.641 HT5 0.791 
  
SI3 0.861 HM2 0.737 HT6 0.706 
  
Table 6.5 shows the factor loadings of each item of the construct. For acceptable item 
reliability, the factor loading should be a minimum threshold value of 0.7 (Carmines & 
Zeller 1979; Hair  et al. 2016). This threshold supports an adequate level of item variance 
that should be explained by the primary construct. Moreover, according to the previous 
literature, a loading of 0.5 (Chin 1998; Hair et al. 2010) or even 0.4 (Hulland & Business 
1999) is considered acceptable. For example, the factor loadings of PE1, PE2, PE3, PE4, 
PE5 and PE6 were assessed against the minimum threshold value of 0.7 for PE. The 
details of the other constructs and their items is discussed in detail in the following 
subsections. 
Performance expectancy (PE): The analysis of construct performance expectancy 
showed that all items loaded higher than 0.7; thus, it provided evidence of converging on 
the construct of performance expectancy. 
Effort expectancy (EE): Analysis of the effort expectancy construct showed that the 
factor loading of all seven items was greater than the 0.7 threshold value. Hence, all 
indicators appeared to be the best measure for effort expectancy and were retained in 
the refined research model. 
Social influence (SI): The results showed that all items for the construct social influence 
were the best measure for social influence, and no item was dropped. It can be seen in 
Table 6.5 that SI1, SI2, SI3, SI4, SI5 and SI6 converged on the construct of social 
influence. 
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Facilitating conditions (FC): There were six indicators for facilitating conditions for this 
study. Only FC3 did not meet the requirement of convergent validity via outer loadings. 
The remaining items had factor loadings greater than the threshold value of 0.5. Five 
items appeared to be the best measurements for the facilitating conditions construct and 
these items were retained. Given the nature of item FC3 of a reflective item with very low 
factor loading, items that did not meet the expected norms of factor loading (same-factor 
loadings higher than 0.60 and cross-factor loadings less than 0.30) needed to be dropped 
at this stage (Haynes et al. 1995; Petter et al. 2007; Straub et al. 2004). The factor loading 
for FC3 was negligible; therefore, it was dropped at this stage. 
Price value (PV): There were five items measuring the convergent validity of price value. 
PV1, PV2, PV3 and PV4 had factor loading higher than the threshold value of 0.7. Only 
PV5 had factor loading lower than 0.7. Hence, it was dropped at this stage because of 
low factor loading, as this item was not significantly contributing to the construct relatively 
or absolutely (Hair  et al. 2016; Petter et al. 2007). 
Hedonic motivation (HM): There were seven items for measuring hedonic motivation. 
Only one item, HM7, had factor loading lower than the threshold of 0.5. Hence, it was 
eliminated from the analysis. The remaining items—HM1, HM2, HM3, HM4, HM5 and 
HM6—appeared to be the best measures for HM and were retained in the final model. 
Habit (HT): There were six items for measuring the construct of habit. Only HT2 and HT4 
were dropped because of threshold values lower than 0.5, and HT2 also had a content 
validity issue. The remaining four items perfectly measured the HT construct and were 
retained in the more refined model. 
Customer experience (CE): There were nine items for measuring the construct of 
convergent validity. Of the customer experience items measured, only CE1, CE3 and 
CE4 did not meet the requirement of convergent validity via outer loading. Hence, these 
items were eliminated from further analysis. The remaining six items appeared to be the 
best measurements of the construct and were retained in the more refined model. 
Customer satisfaction (CS): There were six items for measuring the customer 
satisfaction construct. All six items had a factor loading greater than the threshold value 
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of 0.5. However, one item, CS6, had unclear wording, was generic and was unclear. Thus, 
this item was dropped because of a content validity issue. As a result of the measure 
being reflective, the elimination of CS6 did not affect content validity. 
6.4.3 Assessment of Modified Model 
From the analysis of the outer loadings in Table 6.6, the indicators that did not meet the 
minimum threshold of 0.5 were removed in this step. The assessment of the research 
framework of the measurement model was performed following the steps mentioned by 
Becker et al. (2012) and Boccuzzo and Fordellone (2015). The inner and outer link 
including path coefficient, outer loadings an indirect effect was calculated using 
SmartPLS. The level of reliability indicates that the concept of the measurement model is 
consistent, while the level of validity of the measurement model shows the scale’s 
capacity to characterise the concept being measured (Uma & Roger 2003; Zikmund et al. 
2013). In this analysis, the measurement model consisted of first-order constructs with 
reflective items that showed the reliability and validity (both convergent and discriminant 
validity) of the construct (Spector 1992). 
It is important in data analysis to confirm the unidimensionality of the measurement items 
that reflect the underlying constructs (Tenenhaus et al. 2005; Wilden et al. 2013). To deal 
with this issue, confirmatory factor analysis (CFA) was conducted using SmartPLS. The 
method was used to determine the measurement items with weak factor loadings on a 
particular construct, and then remove the measurement items that had weak loading to 
establish unidimensionality. This study shows that the use of CFA to determine whether 
the measurement items of the construct have enough common variance to measure a 
single intended factor (Bagozzi & Yi 2012). 
In this thesis, CFA was employed instead of exploratory factor analysis (EFA). EFA is 
primarily used to determine the structure of factors in a set of observed variables, without 
depending on predetermined relationships (Treiblmaier & Filzmoser 2010). In the 
literature, CFA is preferred over EFA because researchers can gain clear predictions that 
are further supported by the literature regarding the underlying factor structure of 
variables (Russell 2002). In this study, the researcher depended on previously developed 
 163 
knowledge from theoretical and empirical studies regarding the underpinning factor 
structure of the measures (Byrne 2013; Treiblmaier & Filzmoser 2010). The research 
model M1 was re-run with the indicators retained in the previous step. Table 6.6 shows 
the values obtained from PLS-PM analysis of the final model, M1. 
Table 6.6 Refined Values of Outer Loading After Item Removal 
Items Loadings Items Loadings Items Loadings Items Loadings 
PE SI3 0.862 HM3 0.841 CE6 0.831 
PE1 0.835 SI4 0.864 HM4 0.791 CE7 0.816 
PE2 0.822 SI5 0.852 HM5 0.846 CE8 0.823 
PE3 0.904 SI6 0.883 HM6 0.788 CE9 0.812 
PE4 0.911 FC CS CL 
PE5 0.893 FC1 0.805 CS1 0.874 CL1 0.796 
PE6 0.778 FC2 0.776 CS2 0.889 CL2 0.834 
EE FC4 0.727 CS3 0.866 CL3 0.732 
EE1 0.691 FC5 0.785 CS4 0.783 CL4 0.739 
EE2 0.733 FC6 0.756 CS5 0.887 CL5 0.707 
EE3 0.831 PV HT   
EE4 0.796 PV1 0.876 HT1 0.713   
EE5 0.871 PV2 0.801 HT2 0.725   
EE6 0.847 PV3 0.904 HT3 0.616   
EE7 0.585 PV4 0.837 HT6 0.744   
SI HM CE    
SI1 0.831 HM1 0.644 CE2 0.779   
SI2 0.803 HM2 0.738 CE5 0.681   
Table 6.6 indicates that all items had an outer loading greater than the threshold value of 
0.5. Thus, the items in the research instrument were related to the construct and the items 
were measuring their respective construct explains about an overall conclusion of 
construct reliability in this section. 
6.4.4 Convergent Validity 
In this step, the assessment of convergent validity was conducted using SmartPLS. 
Former studies have argued that convergent validity explains that indicators of a latent 
variable should share a high proportion of the variance (Hair et al. 2010; Straub et al. 
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2004). Model quality was assessed with three measures that were used to assess the 
convergent validity of the model: internal composite reliability (ICR), AVE and Cronbach’s 
alpha. Moreover, convergent validity is clearer and more evident when each 
measurement item correlates strongly with its intended construct (Gefen & Straub 2005). 
Fornell and Larcker (1981) assessed first-order constructs using the AVE values. The 
average variance share between a particular construct and its measurement items is 
calculated by dividing the sum of the squared factor loading of each indicator by the total 
number of indicators (Chin 2010; Hulland & Business 1999). According to Fornell and 
Larcker (1981), adequate convergent validity is achieved when the AVE value of construct 
is at least 0.5. This also indicates that the construct is able to show more than 50 per cent 
of the variance among the scale indicators (Hair  et al. 2016; Hair et al. 2011; Hair et al. 
2012; Hair  et al. 2017; Henseler et al. 2015). In this study, the composite reliability for all 
constructs was greater than 0.793, which meant that all constructs had achieved an 
adequate level of reliability for further analysis (Brown et al. 2006). Table 6.7 indicates 
that the AVE values for all constructs lay within the range of 0.582 to 0.928, thereby 
fulfilling the 0.5 threshold criteria and demonstrating convergent validity. Table 6.7 also 
presents the ICR, AVE and Cronbach’s alpha from the PLS-PM data analysis. 
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Table 6.7 Measurement Model Fit Summary 
Constructs ICR AVE 
Cronbach’s 
Alpha 
R2 Communality 
PE 0.944 0.737 0.928 
 
0.737 
EE 0.911 0.593 0.882 
 
0.593 
SI 0.939 0.721 0.922 
 
0.721 
FC 0.879 0.593 0.829 
 
0.593 
PV 0.916 0.732 0.877 
 
0.732 
HM 0.901 0.605 0.867 
 
0.605 
HT 0.793 0.591 0.673 
 
0.591 
CS 0.939 0.721 0.922 0.565 0.721 
CE 0.909 0.626 0.883 
 
0.626 
CL 0.874 0.582 0.819 0.694 0.582 
Internal Composite Reliability 
The reliability of all constructs was assessed with data analysis using SmartPLS. This is 
an alternative measure for reliability tests, instead of Cronbach’s alpha. The method to 
evaluate internal consistency reliability is known as composite reliability (Hair et al. 2012; 
Henseler et al. 2015). Composite reliability is generally considered the most appropriate 
criterion to establish the internal consistency reliability of a construct, as compared with 
Cronbach’s alpha (Hair et al. 2012). Composite reliability is the degree to which the 
indicators measure the latent construct, which establishes the internal consistency 
reliability of a construct (Hair et al. 2012; Hair  et al. 2017). Researchers do not encourage 
the use of Cronbach’s alpha values for measuring the internal consistency reliability of a 
construct (Hair et al. 2012).  
Götz et al. (2010) argued that Cronbach’s alpha measures the degree to which an 
indicator determines a unidimensional construct, and therefore, these yield low alpha 
values for multidimensional constructs. Moreover, Hair et al. (2012) stated that 
Cronbach’s alpha represents lower bound estimates of reliability when compared with 
composite reliability. In addition, Cronbach’s alpha is sensitive to the number of items in 
the scale and is likely to underestimate the internal consistency (Hair et al. 2012). Hence, 
composite reliability is a more appropriate and effective measure of reliability. The 
following formula can be used to calculate composite reliability: 
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CR = SSI ÷ (SSI + SEV)       (Equation 6.1) 
where SSI is the sum of squares for each indicator and SEV is the sum of all error 
variances for each indicator. 
As indicated in Table 6.7, the measure of composite reliability for all first-order constructs 
was well above the threshold value of 0.7, falling between 0.793 and 0.944. If the 
composite reliability value is higher than 0.7, then the internal consistency reliability meets 
the requirement of consistency as satisfactory. Further, Nunnally (1994) suggested that 
reliability at or above 0.70 is considered adequate. Table 6.7 summarises that all 
constructs were reliable, as the ICR values were between the 0.7 and 0.9 threshold 
values. As shown in Table 6.7, all indicators of performance expectancy (PE) are the 
measure of PE of mobile services in Australia and the ICR value for PE was 0.944, which 
showed that internal consistency reliability was adequate for this construct. Therefore, all 
the constructs were reliable and consistent with the satisfactory level of internal 
consistency reliability. 
Cronbach’s Alpha 
The Cronbach’s alpha values were assessed by using the value ranges from 0.0 to 1.0, 
with a higher value meaning higher correlations, and vice-versa. According to Table 6.7, 
the values ranged from 0.673 to 0.928, which indicated that all constructs had a high 
correlation with each other. The adequate threshold for Cronbach’s alpha was at least 0.7 
or above (Nunnally 1978). However, Sekaran and Bougie (2016) stated that a Cronbach’s 
alpha value of 0.6 is acceptable. 
Communality 
AVE is a common measure to establish convergent validity at the construct level. Hair  et 
al. (2016, p. 103) explained this criterion ‘as the grand mean value of the square loadings 
of the indicators associated with the construct’. Hence, the AVE is equivalent to the 
communality of a construct. In Table 6.7, the communality values for PE, SI, FC, HM, CS, 
CE and PV were above 0.6, while effort expectancy was 0.593, CL was 0.582, and HT 
was 0.591. The average communality value acceptable for the study was 0.5 (Henseler 
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et al. 2009). For example, the communality index for PE was 0.737, which implied that 
73.7 per cent variance of the PE1, PE2, PE3, PE4, PE5 and PE6 was explained by 
performance expectancy. The items for the constructs of PE, EE, SI, FC, HM, CS, CE, 
HT, PV and CL were a good measure of performance expectancy, effort expectancy, 
social influence, facilitating conditions, hedonic motivation, customer satisfaction, 
customer experience, habit, price value and customer loyalty. 
6.4.5 Discriminant Validity 
Discriminant validity is the degree to which a construct is distinguished from other 
constructs by empirical standards (Hair  et al. 2016). Discriminant validity measures the 
extent to which each construct is associated with its own measurement items when 
compared with other constructs (Chin 1998, 2010; Zhu et al. 2013). Moreover, Chin 
(2010) argued that discriminant validity indicates the degree to which each latent variable 
or construct is more highly related to its own measures than with other constructs. 
Discriminant validity is achieved on the completion of two important criteria. First, 
according to Straub et al. (2004), the measurement item should show high loading on its 
theoretical intended constructs and must not load highly on other constructs. Second, the 
construct should exhibit adequate discriminant validity when the square root of the AVE 
is greater than the inter-construct correlations (Fornell & Larcker 1981; Gefen & Straub 
2005). This study found that the shared variance between each latent variable and its 
items was greater than the variance among other constructs (Compeau et al. 1999; 
Venkatesh et al. 2012). From the PLS-PM analysis, Table 6.8 presents a cross-loading 
of the reflective constructs in the refined model M1. 
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Table 6.8 Cross-loadings of Study Items 
Items CL CE CS EE FC HM HT PE PV SI 
CL1 0.796 0.116 0.232 0.178 0.205 0.117 0.235 0.284 0.278 0.197 
CL2 0.834 0.152 0.206 0.159 0.048 0.163 0.156 0.144 0.291 0.222 
CL3 0.732 0.132 0.197 0.309 0.117 0.147 0.213 0.325 0.297 0.184 
CL4 0.739 0.219 0.272 0.137 0.198 0.286 0.126 0.188 0.259 0.084 
CL5 0.707 0.085 0.391 0.313 0.189 0.128 0.205 0.264 0.241 0.169 
CE2 0.119 0.779 0.098 0.311 0.157 0.208 0.101 0.214 0.107 0.047 
CE5 0.188 0.681 0.045 0.203 0.259 0.197 0.259 0.022 0.169 0.134 
CE6 0.183 0.831 0.288 0.192 0.152 0.053 0.152 0.201 0.218 0.223 
CE7 0.049 0.816 0.127 0.286 0.347 0.193 0.116 0.103 0.248 0.142 
CE8 0.295 0.821 0.164 0.298 0.183 0.299 0.111 0.055 0.265 0.214 
CE9 0.105 0.812 0.112 0.292 0.295 0.202 0.214 0.152 0.046 0.184 
CS1 0.297 0.229 0.874 0.278 0.236 0.155 0.046 0.334 0.203 0.112 
CS2 0.054 0.069 0.889 0.121 0.103 0.249 0.207 0.046 0.196 0.136 
CS3 0.213 0.228 0.866 0.116 0.007 0.189 0.294 0.198 0.256 0.186 
CS4 0.129 0.292 0.783 0.264 0.055 0.198 0.288 0.261 0.301 0.075 
CS5 0.637 0.686 0.887 0.006 0.053 0.185 0.236 0.019 0.049 0.111 
EE1 0.178 0.239 0.043 0.691 0.152 0.192 0.045 0.143 0.237 0.085 
EE2 0.146 0.008 0.201 0.733 0.138 0.102 0.106 0.271 0.248 0.118 
EE3 0.198 0.489 0.165 0.833 0.154 0.006 0.142 0.273 0.282 0.038 
EE4 0.169 0.111 0.145 0.796 0.168 0.005 0.147 0.106 0.339 0.014 
EE5 0.049 0.061 0.165 0.877 0.162 0.003 0.156 0.272 0.229 0.088 
EE6 0.148 0.273 0.618 0.847 0.158 0.022 0.137 0.113 0.107 0.191 
EE7 0.127 0.234 0.186 0.585 0.126 0.097 0.123 0.178 0.381 0.162 
FC1 0.108 0.052 0.208 0.111 0.805 0.241 0.108 0.149 0.199 0.203 
FC2 0.059 0.225 0.216 0.288 0.776 0.109 0.144 0.195 0.222 0.179 
FC4 0.132 0.214 0.117 0.042 0.727 0.169 0.233 0.132 0.203 0.022 
FC5 0.162 0.276 0.102 0.108 0.785 0.175 0.376 0.047 0.157 0.021 
FC6 0.183 0.208 0.188 0.152 0.756 0.399 0.337 0.159 0.202 0.103 
HM1 0.129 0.208 0.182 0.082 0.064 0.644 0.141 0.168 0.327 0.369 
HM2 0.345 0.195 0.265 0.352 0.219 0.738 0.286 0.236 0.312 0.239 
HM3 0.179 0.032 0.127 02519 0.314 0.841 0.156 0.116 0.059 0.118 
HM4 0.146 0.071 0.204 0.055 0.163 0.791 0.264 0.116 0.061 0.145 
HM5 0.113 0.186 0.192 0.053 0.147 0.846 0.209 0.169 0.291 0.221 
HM6 0.005 0.196 0.187 0.047 0.276 0.788 0.142 0.127 0.394 0.061 
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HT1 0.274 0.294 0.297 0.373 0.256 0.383 0.703 0.277 0.147 ˗0.053 
HT3 0.393 0.395 0.131 0.123 0.034 0.538 0.729 0.501 0.212 0.241 
HT5 0.021 0.194 0.214 0.374 0.142 0.267 0.602 0.212 0.062 ˗0.115 
HT6 0.299 0.173 0.142 0.312 0.041 0.326 0.749 0.405 0.333 0.076 
PE1 0.157 0.265 0.261 0.179 0.558 0.211 0.357 0.835 0.105 0.224 
PE2 0.173 0.069 0.044 0.106 0.221 0.229 0.157 0.822 0.195 0.018 
PE3 0.144 0.211 0.042 0.281 0.131 0.236 0.178 0.904 0.273 0.237 
PE4 0.325 0.042 0.285 0.152 0.249 0.056 0.282 0.910 0.251 0.007 
PE5 0.109 0.299 0.128 0.308 0.149 0.142 0.047 0.893 0.121 0.214 
PE6 0.123 0.177 0.034 0.116 0.214 0.241 0.299 0.778 0.314 0.104 
PV1 0.371 0.226 0.181 0.297 0.109 0.276 0.212 0.036 0.876 0.096 
PV2 0.128 0.276 0.215 0.118 0.144 0.217 0.256 0.357 0.801 0.028 
PV3 0.183 0.113 0.048 0.298 0.141 0.158 0.236 0.394 0.904 0.102 
PV4 0.062 0.146 0.213 0.213 0.232 0.117 0.329 0.429 0.837 0.239 
SI1 0.031 0.197 0.148 0.198 0.276 0.245 0.129 0.415 0.132 0.830 
SI2 0.254 0.165 0.115 0.117 0.166 0.194 0.06 0.296 0.094 0.803 
SI3 0.263 0.143 0.136 0.001 0.171 0.204 0.087 0.308 0.012 0.860 
SI4 0.268 0.147 0.101 0.082 0.192 0.099 0.033 0.238 0.129 0.864 
SI5 0.305 0.201 0.109 0.132 0.216 0.268 0.094 0.034 0.126 0.852 
SI6 0.254 0.138 0.122 0.153 0.186 0.024 0.116 0.359 0.109 0.883 
In this study, item loadings of 0.50 or higher were retained if they had at least a 0.15 
difference between loadings (Snell & Dean 1992). From Table 6.8, it is seen that the 
loading for each block (latent variable) of indicator variables was higher for its reflective 
latent variables than indicators of other latent variables. The values denoted in bold 
represent factor loadings for latent variables and its own indicator. For example, the 
indicators for performance expectancy (PE) captured by PE1, PE2, PE3, PE4, PE5 and 
PE6 had loadings (0.835, 0.822, 0.904, 0.91,0.893 and 0.778) that were higher than other 
loadings across PE, EE, SI, FC, HM, HT, CS, CE, PV and CL in the same block. Thus, 
all indicators were loaded adequately on their reflective latent variable, with minimum 
cross-loadings and negligible correlated measurement errors. Therefore, from the above 
discussion, it could be concluded that all constructs met an adequate level of reliability 
(composite reliability and discriminant validity). Based on the above analysis, it was 
concluded that all indicators were good measures of their latent variables or constructs. 
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Discriminant validity was examined through the correlation matrix of latent variables, as 
shown in Table 6.8. To evaluate the discriminant validity for variance-based SEM, such 
as PLS, the Fornell–Larcker criterion and examination of cross-loadings are the 
predominant approaches used. For this thesis, the Fornell–Larcker criterion was used to 
evaluate discriminant validity. Table 6.9 presents the Fornell–Larcker cross-loading 
values, which fell between 0 and 1. As indicated below, the measurement items were 
expected to show high cross-loadings with their intended constructs and not with other 
constructs, which proved to be the case. Therefore, the discriminant validity requirement 
was met. Table 6.9 presents a comparison of AVE for each construct with the correlations 
among other constructs. The table also demonstrates that the square root of AVE as the 
diagonal elements were larger than the off-diagonal correlation in rows and columns (Hair  
et al. 2016). Therefore, Table 6.9 supports the discriminant validity at the latent variable 
level, and the reliability and validity of the reflective latent variable measures were 
subsequently well established. 
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Table 6.9 Convergent Validity and Discriminant Validity of First-order Constructs 
No. Construct AVE 1 2 3 4 5 6 7 8 9 10 
1 CL 0.582 0.763 
         
2 CE 0.626 0.049 0.791 
        
3 CS 0.721 0.157 0.251 0.886 
       
4 EE 0.593 0.306 0.253 0.012 0.774 
      
5 FC 0.593 0.124 0.305 0.134 0.247 0.776 
     
6 HM 0.605 0.017 0.135 0.224 0.264 0.125 0.878 
    
7 HT 0.591 0.278 0.014 0.079 0.009 0.439 0.387 0.773 
   
8 PE 0.737 0.333 0.296 0.183 0.254 0.127 0.226 0.029 0.858 
  
9 PV 0.732 0.175 0.204 ˗0.018 0.175 0.221 0.249 0.198 0.071 0.855 
 
10 SI 0.721 0.127 0.097 0.104 0.09 0.024 0.267 0.095 0.207 0.141 0.849 
Table 6.10 Heterotrait–Monotrait Ratio 
Construct CE CL CS EE FC HM HT PE PV SI 
CE 
          
CL 0.734 
         
CS 0.133 0.257 
        
EE 0.073 0.202 0.594 
       
FC 0.113 0.074 0.445 0.057 
      
HM 0.248 0.082 0.069 0.175 0.026 
     
HT 0.121 0.105 0.478 0.077 0.141 0.348 
    
PE 0.246 0.22 0.322 0.209 0.212 0.303 0.423 
   
PV 0.187 0.163 0.205 0.236 0.026 0.212 0.345 0.314 
  
SI 0.018 0.377 0.157 0.169 0.268 0.299 0.223 0.439 0.015 
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6.4.6 Heterotrait–Monotrait Ratio 
Another criterion, known as the heterotrait–monotrait (HTMT) ratio of correlations, can 
be used to examine discriminant validity (Hair  et al. 2016). HTMT is the ratio of 
between-trait correlations to within-trait correlations (Hair  et al. 2016; Henseler et al. 
2015). HTMT is an approach used to estimate the true correlation between two 
constructs. Henseler et al. (2015) argued that a HTMT value above the threshold value 
of 0.9 shows a lack of discriminant validity. In this study, as indicated in Table 6.10, all 
values were less than the 0.9 threshold. Hence, the research model M1 met the 
criterion for discriminant validity. 
6.5 Structural Model Evaluation: M1 Revised Model 
In the previous step, validation of the research model was thoroughly assessed 
through different reliability and validation tests. Moreover, the structural model was 
assessed using PLS-PM. This next step evaluated the model based on the criteria 
defined in Section 6.4. The structural or inner model evaluated the relationship 
between constructs. Further, it was explained as the correlation relationships between 
constructs via direct or indirect links. In this study, the path coefficients between latent 
variables (including independent and dependent variables) were examined using PLS-
PM analysis. The model testing identified and examined whether there was empirical 
evidence for the hypothesised relationships between the latent variables. The model 
testing for structural modelling included examining the variance explained by the 
dependent variables (CS and CL), the significance of each relationship, and the 
model’s predictive relevance. Table 6.13 and Figure 6.15 present the path coefficient 
(β) and coefficient of determination (R2) resulting from PLS-PM data analysis. The 
path relationships are also known as hypotheses which are linked between variables. 
Assessment of the structural model was based on the five steps outlined by Hair  et 
al. (2016) and Hair  et al. (2017), as listed below: 
• Step 1: Assess the structural model for multicollinearity issues. 
• Step 2: Assess the significance and relevance of the structural model 
relationships. 
• Step 3: Assess the level of R2. 
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• Step 4: Assess the effect size, f2. 
• Step 5: Assess the predictive relevance, Q2. 
In the following sections, each step is discussed with the analysis as the two models 
are assessed—the model without moderators (M1) and the model with moderators 
(M2). 
6.5.1 Assessment of Multicollinearity 
Multicollinearity is measured by evaluating the VIF. The VIF indicates how much of an 
item variance is defined by all other items of the same construct (Hair  et al. 2016; 
Urbach & Ahlemann 2010). In this study, multicollinearity was assessed among 
exogenous constructs at the structural model M1 level. As a rule of thumb, 
multicollinearity is assessed with VIF values. A VIF value greater than 10 indicates 
that the construct has not achieved an adequate level of multicollinearity (Henseler et 
al. 2009). Hair  et al. (2016) argued that VIF values above 5 and tolerance levels under 
the value of 0.20 in the predictor constructs imply a high level of collinearity. Table 
6.11 presents the VIF values among the exogenous constructs. 
Table 6.11 Collinearity Values Among Exogenous Constructs 
Exogenous Constructs Endogenous Constructs VIF 
CE Customer loyalty 4.001 
Customer satisfaction 
CS Customer loyalty 3.887 
EE Customer loyalty 3.072 
FC Customer loyalty 3.481 
HM Customer loyalty 3.989 
HT Customer loyalty 2.481 
PE Customer loyalty 2.602 
PV Customer loyalty 2.225 
SI Customer loyalty 1.377 
6.5.2 Coefficient of Determination 
The most important criterion for examining the explanatory power of a structural model 
for PLS-SEM results is the coefficient of determination (R2) values, as well as the 
significance of the path coefficients (Chin 2010; Hair  et al. 2016). Hair  et al. (2016, 
p.115) defined the coefficient of determination as ‘a measure of the proportion of an 
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endogenous construct’s variance that is explained by its predictor constructs’. In this 
study, the endogenous constructs were customer loyalty and customer satisfaction. 
According to Chin (2010), an R2 value of around 0.67 is considered substantial, 0.33 
is considered moderate and 0.19 is considered weak. Table 6.12 presents the R2 
values of 0.694 and 0.565 for customer loyalty and customer satisfaction, which can 
be described as substantial. 
Table 6.12 Coefficient of Determination of the Constructs 
Constructs R2 
CL 0.694 
CS 0.565 
In Table 6.11, it can be seen that 69.4 per cent of the variance in customer intention 
to remain loyal to the mobile service provider was explained by PE, EE, SI, FC, CE, 
CS, HT, HM and PV. While the variance in customer satisfaction with mobile services 
in Australia was lower than CL, about 56.5 per cent of the variance was explained by 
CE in this research model. These results indicated that the variance explained in the 
model for CL and CS was less than the original UTAUT2 model (74 per cent variance 
for the construct of behavioural intention) (Venkatesh et al. 2003; Venkatesh et al. 
2012). As discussed earlier, Figure 6.15 shows the path coefficient (β) and coefficient 
of determination (R2) for the measurement model. 
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Figure 6.15 Structural Model M1 with Path Coefficient and R2 
Figure 6.16 displays the structural model using a bootstrap algorithm. Bootstrapping 
plays an important role in evaluating the structural model path coefficient. In this 
process, each subsample is used to estimate the model. As per Hair  et al. (2016), the 
number of bootstrap samples should be high and 5,000 bootstrap samples are 
recommended for structural analysis. Boot strapping is a resampling technique, as 
suggested by previous studies (Chin 1998; Hair  et al. 2016; Hair et al. 2011). This 
technique helps determine the confidence interval of the path coefficients and provides 
a statistical inference. The bootstrap technique helps in provisioning the shape and 
sampling distribution of a specific population in data analysis (Henseler et al. 2009). 
The bootstrapping procedure involves a large, pre-specified sample size of 1,000 or 
5,000, as suggested by Hair  et al. (2016). This technique creates random cases with 
replacement from the original samples. For this study, for bootstrapping, the sample 
size (n) was 5,000. The path coefficients of the individual link in the inner model could 
be termed beta coefficients of ordinary least squares regression. The relationship 
between the links with independent and dependent variables associated with the 
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quality criteria for exogenous latent variables in the M1 research model was assessed 
in this step. Hair et al. (1998) suggested the magnitude of the beta path coefficient 
values, whereby a value less than 0.2 is considered weak, 0.2 to 0.5 is considered 
moderate, and greater than 0.5 is strong. The structural model was measured via the 
path coefficient between indicators and their constructs. Figure 6.16 displays the 
structural model after bootstrapping. In this figure, a complete model with moderators 
is analysed. The path coefficient values and coefficient of determination were 
calculated with PLS-PM. 
 
Figure 6.16 Structural Model M1 After Bootstrapping 
This study first determined the strength of the relationship, and then determined the 
significance of the path relationships related to the proposed hypotheses. The next 
section explains the measurement of path coefficients showing the hypotheses testing. 
6.5.3 Strength of Relationships Using Beta Path Coefficient 
Table 6.13 summarises the strength of relationships, as discussed in previous 
sections, and constructs according to the beta path coefficient. These values were 
obtained from the bootstrap technique. 
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Table 6.13 β Path Coefficient Strengths Summary 
Path 
Relationship 
Path 
Coefficient (β) 
Strengths 
CE -> CL 0.029 There is a positive weak relationship between CE and CL. 
CE -> CS 0.751 There is a positive strong relationship between CE and CS. 
CS -> CL 0.674 There is a positive strong relationship between CS and CL. 
EE -> CL 0.038 There is a positive weak relationship between EE and CL. 
FC -> CL 0.246 There is a positive moderate relationship between FC and CL. 
HM -> CL 0.242 There is a positive moderate relationship between HM and CL. 
HT -> CL 0.013 There is a positive weak relationship between HT and CL. 
PE -> CL 0.303 There is a positive moderate relationship between PE and CL. 
PV -> CL 0.273 There is a positive moderate relationship between PV and CL. 
SI -> CL 0.211 There is a positive moderate relationship between SI and CL. 
From Table 6.13, it can be seen that there was a weak positive relationship between 
customer experience and customer loyalty, effort expectancy and customer loyalty, 
and habit and customer loyalty. However, there was a moderate positive relationship 
between facilitating conditions and customer loyalty, price value and customer loyalty, 
and hedonic motivation and customer loyalty. Moreover, there was a strong positive 
relationship between customer experience and customer satisfaction (Hoenig & 
Heisey 2001). Similarly, there was a strong positive correlation between customer 
satisfaction and customer loyalty, and customer experience had a strong influence on 
customer satisfaction. These results indicated that the path coefficient was weak at 
CE, PE, HT and EE. Therefore, it was concluded from the analysis results that 
customer loyalty in mobile services in the telecommunications sector is determined by 
performance expectancy, customer experience, customer satisfaction, ease of use, 
price value, hedonic motivation and social influence.  
Table 6.14 presents the assessment of the significance of hypotheses for model M1. 
Hoenig and Heisey (2001) argued that, in a two-tailed Z-test, the value of the test 
statistic should be greater than or equal to Z = 1.96 if the test is marginally significant 
at α = .05. Moreover, the likelihood of rejecting the null hypothesis is the likelihood of 
attaining a test statistic above 1.96 or below ˗1.96, then the likelihood is to some extent 
larger than .5 (Hoenig & Heisey 2001). The current study used a one-tailed test and, 
for correct directional decisions, the researcher noted that the two-tailed p-values 
should be halved. Otherwise, researchers are likely to draw imprecise or mistaken 
empirical conclusions at a given level of significance (Cho & Abe 2013). Table 6.14 
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displays the strength and direction of the path coefficient between pairs of variables 
and whether the relationships were statistically significant. The larger the magnitude 
of the coefficient, the stronger the relationship. If a p-value associated with a 
relationship is less than 0.05, the relationship between the pair can be considered 
statistically significant. Some interpretations of relationships are presented below. 
Table 6.14 Significance of Path Coefficient for Refined Model M1 
Paths β Mean Standard 
Error 
t-Statistics p-Values (n = 5,000 
and SE) 
CE -> CL 0.029 0.028 0.064 0.453 0.325 
CE -> CS 0.751 0.752 0.029 25.614 0.000 
CS -> CL 0.674 0.073 0.063 2.391 0.021 
EE -> CL 0.038 0.039 0.064 0.598 0.275 
FC -> CL 0.246 0.251 0.067 4.124 0.000 
HM -> CL 0.242 0.239 0.069 4.017 0.000 
HT -> CL 0.013 0.018 0.052 0.259 0.401 
PE -> CL 0.303 0.298 0.059 2.075 0.019 
PV -> CL 0.279 0.273 0.051 5.309 0.000 
SI -> CL 0.211 0.213 0.036 3.093 0.001 
Note: p < 0.05. 
As shown in Table 6.14, only seven path relationships in model M1 were significant 
for at least 0.05 level (p < 0.05). The remaining three relationships were non-
significant. The analysis is discussed in detail as follows: 
1. The path relationship between customer experience and customer loyalty was 
not significant at the 0.05 level (β = 0.029, p > 0.05). Hence, it was rejected, 
such that customer experience had a weak positive non-significant effect on 
customer loyalty towards mobile services. 
2. The relationship between customer experience and customer satisfaction was 
significant at the 0.05 level (β = 0.751, p < 0.05). Therefore, customer 
experience had a strong positive significant effect on customer satisfaction with 
a mobile service. 
3. The relationship between customer satisfaction and customer loyalty was 
significant at the 0.05 level (β = 0.674, p < 0.05). Therefore, the hypothesis was 
accepted, such that customer satisfaction had a moderate positive significant 
effect on customer loyalty towards a mobile service. 
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4. The relationship between effort expectancy and customer loyalty was non-
significant at the 0.05 level (β = 0.038, p > 0.05). Thus, the hypothesised 
relationship between effort expectancy and customer loyalty was rejected. 
5. The relationship between facilitating conditions and customer loyalty was 
significant at the 0.05 level (β = 0.246, p < 0.05); thus, the hypothesised 
relationship between facilitating conditions and customer loyalty was accepted. 
This result indicated that facilitating conditions (such as the administrative and 
technical support of a service provider) had a moderate positive significant 
effect on customer loyalty towards a mobile service. 
6. The relationship between hedonic motivation and customer loyalty was 
significant at the 0.05 level (β = 0.242, p < 0.05). Thus, the hypothesised 
relationship between hedonic motivation and customer loyalty was significantly 
accepted.  
7. The relationship between habit and customer loyalty was non-significant at the 
0.05 level (β = 0.013, p > 0.05). Consequently, the hypothesised relationship 
between habit and customer loyalty was rejected. 
8. The relationship between performance expectancy and customer loyalty was 
significant at the 0.05 level (β = 0.310, p < 0.05). Accordingly, the hypothesised 
relationship between performance expectancy and customer loyalty was 
accepted.  
9. The relationship between price value and customer loyalty was significant at 
the 0.05 level (β = 0.273, p < 0.05). Therefore, the hypothesised relationship 
between price value and customer loyalty was accepted. 
10. The relationship between social influence and customer loyalty was significant 
at the 0.05 level (β = 0.211, p < 0.05). Thus, the hypothesised relationship 
between social influence and customer loyalty was accepted. 
It was concluded that, for the refined model M1, of the 10 relationships between the 
independent variables and dependent variables, there were seven significant 
relationships and three non-significant relationships. Further discussion of the 
nomological model validity comparison is presented in the following sections. 
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6.6 Structural Model Evaluation: M2 Model with Moderating Factors 
The second model (M2), with the moderating factors of age, gender and length of 
experience, was examined via PLS-SEM, based on model M1. The aim was to verify 
whether the moderators had any effect on the direct relationships between the 
independent and dependent variables. There were 19 interaction terms added in the 
hypotheses development section in Chapter 3. Table 6.15 displays the interactions 
between the moderating variables of age, gender and experience and the independent 
and dependent variables. 
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Table 6.15 Interaction between Moderators and Independent and Dependent Variables 
Interactions Moderator 1 Moderator 2 Moderator 3 
Variables Age Gender 
Experience 
(Length of Use) 
Performance expectancy ✓ ✓  
Effort expectancy ✓ ✓ ✓ 
Facilitating conditions ✓ ✓ ✓ 
Social influence ✓ ✓ ✓ 
Price value ✓ ✓  
Habit ✓ ✓ ✓ 
Hedonic motivation ✓ ✓ ✓ 
The hypotheses testing results are presented in Table 6.16, which shows the t-
statistics and p-values for the model with moderators. 
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Table 6.16 Summary of Hypotheses Testing 
Relationships 
Original 
Sample (O) 
Sample 
Mean (M) 
SD t-Statistics p-Values 
CE -> CL ˗0.033 ˗0.012 0.065 0.612 0.376 
CE -> CS 0.751 0.752 0.029 26.289 0.000 
CS->CL 0.674 0.671 0.064 2.899 0.009 
EE -> CL 0.044 0.043 0.068 0.647 0.259 
EE*Age -> CL ˗0.085 ˗0.077 0.064 1.334 0.091 
EE*EXP -> CL 0.165 0.121 0.079 2.103 0.018 
EE*Gender -> CL 0.239 0.046 0.068 3.573 0.003 
FC -> CL 0.236 0.242 0.061 3.843 0.000 
FC*Age -> CL 0.002 0.021 0.072 0.028 0.489 
FC*EXP -> CL 0.307 0.301 0.102 4.811 0.000 
FC*Gender -> CL ˗0.079 ˗0.065 0.066 1.205 0.114 
HM -> CL 0.242 0.232 0.068 3.68 0.000 
HM*Age -> CL 0.223 0.203 0.071 2.927 0.008 
HM*EXP -> CL ˗0.004 0.001 0.065 0.059 0.477 
HM*Gender -> CL 0.079 0.067 0.071 1.119 0.132 
HT -> CL 0.006 0.016 0.057 0.104 0.459 
HT*Age -> CL 0.293 0.297 0.056 2.673 0.013 
HT*EXP -> CL 0.032 0.02 0.059 0.541 0.295 
HT*Gender -> CL ˗0.015 ˗0.016 0.06 0.252 0.401 
PE -> CL 0.31 0.301 0.054 2.931 0.082 
PE*Age -> CL ˗0.052 ˗0.047 0.058 0.896 0.185 
PE*EXP -> CL 0.205 0.202 0.051 2.793 0.012 
PE*Gender -> CL 0.317 0.309 0.061 3.291 0.005 
PV -> CL 0.271 0.271 0.055 4.892 0.000 
PV*Age -> CL 0.318 0.306 0.061 4.291 0.001 
PV*Gender -> CL ˗0.022 ˗0.032 0.06 0.361 0.359 
SI -> CL 0.104 0.106 0.039 2.671 0.004 
SI*Age -> CL 0.264 0.264 0.037 3.732 0.002 
SI*EXP -> CL 0.255 0.104 0.046 3.197 0.005 
SI*Gender -> CL ˗0.018 ˗0.021 0.038 0.482 0.315 
Note: p < 0.05. 
The PLS-PM analysis results in Table 6.16 indicate that the relationship between effort 
expectancy and customer loyalty was significantly moderated by experience and 
gender. Thus, the path relationship between effort expectancy and customer loyalty 
towards a mobile service was significant if moderated by customer length of 
experience (usage) and customer gender at p > 0.05. Moreover, facilitating conditions 
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in the customer loyalty relationship was moderated significantly by the length of 
customer experience in using the mobile service at p < 0.05. The relationship between 
habit and customer loyalty was moderated significantly by age (t = 2.6737, p < 0.05). 
The relationship between performance expectancy and customer loyalty was 
moderated significantly by gender and length of experience at p < 0.5. Moreover, age 
moderated the relationship between price value and customer loyalty (PV*age to CL) 
at 0.05 (t = 4.291, p < 0.05) level. The relationship between social influence and 
customer loyalty was significantly moderated by age and length of experience at 
p < 0.05.  
6.7 Nomological Validity of Research Model M1 and M2 Comparison 
Nunnally (1978) and Soo-Baek (2013) stated that nomological validity is the extent to 
which the measurement instrument correlates in theoretically or hypothetically 
foreseeable ways with measures of different yet related constructs. Verification of 
nomological validity indicated that the statistical structure of the customer loyalty 
framework developed in this study aligned with the theoretical framework and the 
claims in the literature. The other two types of validity (convergent and discriminant 
validity) were discussed in previous sections of this chapter. This section segregates 
models M1 and M2 using nomological validity by comparing the path coefficients (β) 
and t-statistics generated by PLS-PM, as shown in Tables 6.17 and 6.18, respectively. 
Table 6.17 Nomological Validity of Research Model M1 
Hypothetical Path β t-Statistics Significance 
CE -> CL 0.029 0.453 Not significant 
CE -> CS 0.751 25.614 Significant 
CS -> CL 0.674 2.891 Significant 
EE -> CL 0.038 0.598 Not significant 
FC -> CL 0.246 4.124 Significant 
HM -> CL 0.242 4.017 Significant 
HT -> CL 0.013 0.251 Not significant 
PE -> CL 0.303 2.931 Significant 
PV -> CL 0.273 5.311 Significant 
SI -> CL 0.211 3.093 Significant 
Note: p < 0.05. 
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Table 6.18 Nomological Validity of Research Model M2 with Moderating Variables 
Hypothetical Path β t-Statistics Significance 
CE -> CL ˗0.033 0.612 Not significant 
CE -> CS 0.751 26.289 Significant 
CS->CL 0.674 2.89 Significant 
EE -> CL 0.038 0.647 Not significant 
EE*Age -> CL ˗0.085 0.647 Not significant 
EE*EXP -> CL 0.165 2.103 Significant 
EE*Gender -> CL 3.573 3.573 Significant 
FC -> CL 0.236 3.843 Significant 
FC*Age -> CL 0.002 0.028 Not significant 
FC*EXP -> CL 0.307 4.811 Significant 
FC*Gender -> CL ˗0.079 1.205 Not significant 
HM -> CL 0.251 3.68 Significant 
HM*Age -> CL 2.13 2.927 Significant 
HM*EXP -> CL ˗0.004 0.059 Not significant 
HM*Gender -> CL 0.079 1.119 Not significant 
HT -> CL 0.006 0.104 Not significant 
HT*Age -> CL 0.293 2.673 Significant 
HT*EXP -> CL 0.032 0.54 Not significant 
HT*Gender -> CL ˗0.015 0.252 Not significant 
PE -> CL 0.33 2.931 Significant 
PE*Age -> CL 0.205 0.896 Not significant 
PE*EXP -> CL 0.205 2.793 Significant 
PE*Gender -> CL 0.317 3.291 Significant 
PV -> CL 0.27 4.892 Significant 
PV*Age -> CL 0.318 4.291 Significant 
PV*Gender -> CL ˗0.022 0.361 Not significant 
SI -> CL 0.104 2.671 Significant 
SI*Age -> CL 0.264 3.732 Significant 
SI*EXP -> CL 0.255 3.197 Significant 
SI*Gender -> CL ˗0.018 0.482 Not significant 
Note: p < 0.05. 
Based on Tables 6.17 and 6.18, some assessments and discussion are presented 
below. These tables present the coefficient of determination and t-statistics for the 
dependent and independent relationships with and without moderators. 
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6.7.1 Coefficient of Determination 
From Section 6.5.2, the coefficient of determination (R2) for customer loyalty was 
0.694 (69.4 per cent) and for customer satisfaction was 0.565 (56.5 per cent) in 
research model M1. In the second model M2, high R2 values for CL (72.5 per cent) 
and CS (56.5 per cent) were observed. Hence, model M2 could explain more variance 
for customer loyalty with moderating effects. The increase in the value of R2 with the 
inclusion of moderating effects indicates the importance of moderating variables, such 
as gender, age and experience. In this research, data were collected from different 
age groups, as presented in Table 6.19. The respondents were classified into different 
groups based on their age bracket: young, middle aged, above middle aged, mature 
and retired. The respondents were all over the age of 18. 
Table 6.19 Respondents’ Age Group Classification 
Age Number of 
Respondents 
Classification 
18–25 55 Young 
26–35 66 Young 
36–45 64 Middle aged 
46–55 62 Above middle aged 
56–64 59 Mature 
> 65 58 Retired 
Total 364  
Service providers should be aware of and concerned about how to entertain and 
attract users of different age groups, as indicated in Table 6.19, to encourage users to 
remain loyal to a mobile service. For example, social media applications, such as 
Facebook and Instagram, with enhanced personalised features can rapidly attract 
users to remain loyal with these applications through social influence and hedonic 
motivation factors (Mandal & McQueen 2012; Sair & Danish 2018). Mobile service 
providers should make their products and services attractive to meet the needs of 
different age groups. 
6.7.2 Path Coefficients (β) 
The strength of the relationships signified β values between independent and 
dependent variables across the research model was shown in Tables 6.17 and 6.18, 
respectively. From Table 6.17, β values ranged from 0.013 to 0.751 and, in Table 6.18, 
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β values ranged from ˗0.033 to 0.751. By comparing the β values with the model with 
moderating variables, β values ranging from ˗0.083 (FC*Exp to CL) to 0.751 (CE to 
CS) to be the highest relationship between customer experience and customer 
satisfaction. The values in Tables 6.17 and 6.18 depicted that the moderating variables 
of age, gender and length of experience affected the relationship between variables. 
6.8 Quality Criteria and Model Evaluation 
This section presents an overall research model assessment, including the effect size 
and influence of predictive relevance, as follows. 
6.8.1 Strength of Effect Size of Model M1 
The quality criteria for the structural model were assessed via effect size 𝑓2 and Stone-
Geisser’s Q2 predictive relevance. Moreover, 𝑅2 was used to evaluate all endogenous 
constructs. The change in the 𝑅2 value when a specified exogenous construct is 
omitted from the framework can be used to evaluate whether the omitted construct 
has a substantial effect on the endogenous construct (Hair  et al. 2016). Therefore, 
this measure is referred 𝑓2 effect size. The effect size can be measured by the 
following formula: 
𝑓2 = 
𝑅2included− 𝑅2 𝑒𝑥𝑐𝑙𝑢𝑑𝑒𝑑 
1−𝑅2 𝑖𝑛𝑐𝑙𝑢𝑑𝑒𝑑
       (Equation 6.2) 
Assessment of the structural model was undertaken by evaluating the effect size, as 
mentioned by Cohen (1992). The calculation of 𝑅2 is dependent on the increase in the 
amount of variance that remains unexplained in the endogenous construct (Peng & 
Lai 2012). The influence of a selected predictor construct that can affect the 𝑅2 values 
of an endogenous construct is measured by 𝑓2 effect size (Hair  et al. 2016). According 
to Cohen (1992) and Chin (2010), 𝑓2  values of 0.02, 0.15 and 0.35, respectively, are 
observed as small, medium and large effect sizes of the predictive construct. 
𝑅2included and 𝑅2excluded are the endogenous latent variable coefficient of determination 
(𝑅2) estimated values when a specific latent variable under the assessment is 
excluded or included from the research model. 𝑅2included is obtained by including all 
latent variables in the model (𝑅2  customer loyalty = 0.694 for model M1 and 𝑅2 
customer loyalty = 0.725 for model M2). According to Hair  et al. (2016), the structural 
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model should be estimated again by removing the exogenous constructs, yielding 
𝑅2excluded. The effect size is calculated by the above formula for the significance of each 
path coefficient (β). 
Table 6.20 Summary of Effect Size (𝒇𝟐), Path Coefficients (β) and Power Analysis 
Constructs Customer Loyalty Power Analysis 
Power (1-β Error) 
 
β 
  
CL 
   
PE 0.303 0.131 0.999 
EE 0.038 0.121 0.999 
SI 0.211 0.146 1.000 
FC 0.246 0.185 1.000 
HM 0.242 0.179 1.000 
PV 0.273 0.241 1.000 
CE 0.028 0.112 0.999 
CS 0.674 0.121 0.999 
HT 0.013 0.112 0.999 
Table 6.20 shows the relationship between exogenous and endogenous variables. 
The β and 𝑅2 values were used to calculate the effort size. From the effect size values 
for each construct, power analysis was undertaken to calculate the power for each 
estimated parameter. In the relationship between the exogenous variables and 
customer loyalty, the analysis revealed that performance expectancy (β = 0.103), 
effort expectancy (β = 0.038), social influence (β = 0.211), facilitating conditions 
(β = 0.246), hedonic motivation (β = 0.242), price value (β = 0.273), customer 
experience (β = 0.028), customer satisfaction (β = 0.674) and habit (β = 0.013) 
significantly and positively affected customer loyalty with a small to medium effect size: 
𝑓2 = 0.131, 𝑓2 = 0.12, 𝑓2 = 0.146, 𝑓2 = 0.185, 𝑓2 = 0.179, 𝑓2 = 0.24, 𝑓2 = 0.112, 
𝑓2 = 0.12 and 𝑓2 = 0.112, respectively. 
6.8.2 Strength of Moderating Effects from Effect Size 
In previous sections, the strength of moderating effects was determined by using 
moderating effects. The affected linkages or relationships could be compared with the 
proportion of 𝑅2 coefficient of determination of model M1, which was the baseline 
model, and model M2, which was the full model with the moderating variables. The 
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effect size was calculated with the formula in Equation 6.2, which used the 
determination coefficient. From the results, the 𝑓2 was calculated for customer loyalty 
as follows: 
𝑓2 = 
0.725− 0.694
1−0.725
 = 0.113 
From the results, the moderating effects were moderate and weak for CL. For all the 
other constructs, 𝑓2  was calculated in Table 6.20. The 𝑓2  value for the moderating 
relationships was less than 0.2, which showed a small effect size. Only one 
moderating relationship with SI*Age with CL had more than 80 per cent power. In 
addition, the M1 baseline model explained 69.4 per cent (𝑅2 = .694) of the variance in 
customer intention to remain loyal to mobile service providers. The inclusion of 
interaction variables (via moderating effects) enhanced the coefficient of determination 
𝑅2 to 72.5 per cent (𝑅2 = 0.725). However, the path coefficient 𝛽 between the 
interaction variables and CL was not significant in the case of FC*Age, FC*Gender, 
HM*Exp, HM*Gender, HT*Exp, HT*Gender, PV*Gender or SI*Gender. Table 6.21 
presents a summary of effect size, path coefficient and power analysis. 
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Table 6.21 Summary of Effect Size (𝒇𝟐), Path Coefficients (β) and Power Analysis 
Constructs Customer Loyalty Power Analysis 
Power (1-β Error) 
 
β 
 
 
CL    
PE 0.303 0.131 0.999 
EE 0.038 0.121 0.999 
SI 0.211 0.146 1.000 
FC 0.246 0.185 1.000 
HM 0.242 0.179 1.000 
PV 0.273 0.241 1.000 
CE 0.028 0.112 0.999 
CS 0.674 0.121 0.999 
HT 0.013 0.112 0.999 
EE*Age -> CL 0.647 0.003 0.273 
EE*EXP -> CL 0.165 0.007 0.479 
EE*Gender -> CL 3.573 0.003 0.273 
FC*Age -> CL 0.002 0.003 0.273 
FC*EXP -> CL 0.307 0.009 0.564 
FC*Gender -> CL ˗0.079 0.003 0.273 
HM*Age -> CL 2.131 0.011 0.602 
HM*EXP -> CL ˗0.004 0.003 0.273 
HM*Gender -> CL 0.079 0.004 0.329 
HT*Age -> CL 0.293 0.018 0.818 
HT*EXP -> CL 0.032 0.003 0.273 
HT*Gender -> CL ˗0.015 0.002 0.213 
PE*Age -> CL 0.205 0.003 0.2736 
PE*EXP -> CL 0.205 0.007 0.4794 
PE*Gender -> CL 0.317 0.015 0.754 
PV*Age -> CL 0.318 0.013 0.7006 
PV*Gender -> CL ˗0.022 0.003 0.2736 
SI*Age -> CL 0.264 0.018 0.8185 
SI*EXP -> CL 0.255 0.014 0.7284 
SI*Gender -> CL ˗0.018 0.001 0.1485 
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6.8.3 Relevant Effect of Predictive Relevance (Q2) 
Another quality criterion for the structural model is known as Stone-Geisser’s, Q2, 
which indicates the capability of a model for predicting endogenous latent variables. 
Q2 determines predictive relevance through using the blindfolding procedures in 
SmartPLS (Hair  et al. 2016; Hair et al. 2011; Henseler et al. 2009). The predictive 
relevance procedure is obtained by the blindfolding procedure for a certain omission 
distance, D. The Q2 value is obtained by using blindfolding procedure, which is a 
technique in which a sample is reused and omits every d-th data point in the 
endogenous construct indicators and estimates the parameter with the remaining data 
points (Chin 1998, 2010; Henseler et al. 2009; Zhu et al. 2013). In this model, the 
endogenous latent variable was customer loyalty (CL). The threshold value for Q2 
needed to be more than 0 to provide evidence that the model had an adequate level 
of predictive relevance (Hair  et al. 2016). The predictive relevance (Q2) thresholds are 
similar to 𝑅2, as discussed by Henseler et al. (2009) and Chin (1998, 2010). Moreover, 
Chin (2010) suggested Q2 values of 0.02, 0.19 and 0.35 show a small, medium and 
large predictive, respectively. Q2 is measured by the formula below: 
Q2 =  
𝑄2 𝑖𝑛𝑐𝑙𝑢𝑒𝑑− 𝑄2𝑒𝑥𝑐𝑙𝑢𝑑𝑒𝑑
1−𝑄2 𝑖𝑛𝑐𝑙𝑢𝑑𝑒𝑑
       (Equation 6.3) 
In Equation 6.3, the formula shows Q2included as the predictive relevance for the model 
with moderating effects (model M2) and Q2excluded as the predictive relevance for the 
model with moderating effects. 
Table 6.22 presents the quality criterion for evaluation of model M1 (baseline model) 
for predictive relevance. Table 6.23 presents the quality criterion for the evaluation of 
model M2 with moderating effects for predictive relevance assessment. The cases are 
referred to as the omission distance, as discussed in Table 6.22 and Table 6.23, which 
is the integer value used in the blindfolding algorithm. In this study, the omission 
distance was set for five cases (Hair  et al. 2016). 
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Table 6.22 Summary of Predictive Relevance, Q2, for Model M1 
Total SSO SSE Q² (=1-SSE/SSO) 
CL 1,820.00 1,102.20 0.394 
CS 1,820.00 1,063.29 0.416 
Case 1 SSO SSE 
 
CL 200.63 116.99 0.417 
Case 2 SSO SSE 
 
CL 216.06 136.32 0.369 
Case 3 SSO SSE 
 
CL 239.54 136.09 0.432 
Case 4 SSO SSE 
 
CL 256.403 168.002 0.345 
Case 5 SSO SSE 
 
CL 207.914 104.347 0.498 
Table 6.23 Summary of Predictive Relevance, Q2, for Model M2 with Moderating Effects 
Total SSO SSE Q² (=1-SSE/SSO) 
CL 1,820.00 1,138.87 0.374 
CS 1,820.00 1,063.29 0.416 
Case 1 SSO SSE 
 
CL 200.626 114.48 0.43 
CS 195.893 97.786 0.501 
Case 2 SSO SSE 
 
CL 216.059 139.634 0.354 
CS 249.121 157.291 0.369 
Case 3 SSO SSE 
 
CL 239.539 149.278 0.377 
CS 291.931 173.355 0.406 
Case 4 SSO SSE 
 
CL 256.403 170.618 0.335 
CS 192.574 118.493 0.385 
Case 5 SSO SSE 
 
CL 207.914 109.059 0.475 
CS 237.355 119.5 0.497 
For model M1, the predictive relevance Q2 for customer loyalty was 0.394 (large 
predictive) and for model M2 with moderating effects was 0.374 (large predictive). 
Similarly, for customer satisfaction, the predictive relevance for model M1 and M2 was 
0.416 (larger predictive). From the above discussion, it is clear that Q2 for customer 
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loyalty and CE had large predictive power in the proposed user acceptance model for 
customer loyalty in a mobile telecommunications services context. 
6.9 Evaluation of Model Power 
The power analysis is a statistical test that evaluates the probability of an incorrect Ho 
(Amin & Afandi 2012). In the previous literature Cohen (1992), two types of power 
analysis are discussed: priory and post-hoc power analysis. The sample size for data 
analysis is computed using priory power analysis. Post-hoc power analysis is 
conducted using the software package G*Power after the study is completed (Faul et 
al. 2009; Faul et al. 2007). For this study, G*Power software version 3.1.9.2 was used 
for post-hoc power analysis. The sample size for this study was 364, given the value 
of α equal to 0.05 (five per cent). The recommended value for statistical power 
analyses with power (1 − β) set is 0.80. Cohen (1992) recommended effect sizes as 
small (𝑓2 = 0.02), medium (𝑓2 = 0.15) and large (𝑓2 = 0.35). The power analysis for 
the endogenous variable of customer loyalty was 0.99 for detecting a moderate to 
large effect size (somewhat higher than the recommended 0.80). Hence, there was 
more than adequate power at the moderate to large effect size levels, but less than 
adequate statistical power at the small effect size level. Table 6.24 displays the M2 
model power, which was 0.999. 
Table 6.24 M2 Model Power 
Power Analysis for Customer Loyalty 
α = 0.05, sample size = 364 
Effect size = 0.113 
Critical t = 1.6490855 
Df = 361, power (1-β error prob.) = 0.999 
The power analysis was undertaken for all other constructs, as displayed in Table 
6.20. The results could be further defined using two statistical inferences—the central 
distribution of β and α based on sample size and effect size, and the X-Y plot of the 
effect size. 
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Figure 6.17 Critical Distribution for Customer Loyalty 
Figure 6.17 presents the central distribution for β and 𝛼 for customer intention to 
remain loyal to a mobile service provider. There was a small overlap between the β 
and 𝛼 that showed that the effect size for customer loyalty was strong. Moreover, the 
β and 𝛼 values were small, so the power (1 − β) tended to be high. 
In addition, the X-Y plot for a range of values by using G*power plot, which can 
demonstrate the power for both independent variables. From Figure 6.18, the X-Y plot 
for CL had a power of 0.99 for a 100 sample size. Therefore, for every 100 sample 
size, customer intention to remain loyal to a mobile service provider had a power of 99 
per cent based on the sample size and effect size. These results aligned with the 
UTAUT2 model findings presented in Table 6.25. After the inclusion of moderating 
effects in the research, the model increased the 𝑅2 coefficient of determination on CL. 
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Figure 6.18 X-Y Plots for Effect Size of Customer Loyalty 
6.10 Assessment of Research Hypotheses 
Based on the structural model assessment, Table 6.25 presents the hypotheses 
results from the M1 baseline model for the relationship between the independent and 
dependent variables, and M2 model with moderating effects on the independent 
variable → dependent variable relationship. 
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Table 6.25 Summary of Hypotheses Testing 
Hypotheses (H1 to H30) Path Directions 
p-values (Overall Model 
with Moderators) 
H1 FC -> CL 0.000 
H2 EE -> CL 0.259 
H3 SI -> CL 0.004 
H4 PE -> CL 0.082 
H5 CE -> CL 0.376 
H6 CS -> CL 0.009 
H7 CE -> CS 0.000 
H8 HM -> CL 0.000 
H9 PV -> CL 0.000 
H10 HT -> CL 0.459 
H11 FC*Age -> CL 0.489 
H12 FC*Gender -> CL 0.114 
H13 FC*EXP -> CL 0.000 
H14 EE*Age -> CL 0.091 
H15 EE*Gender -> CL 0.003 
H16 EE*EXP -> CL 0.018 
H17 SI*Age -> CL 0.002 
H18 SI*Gender -> CL 0.315 
H19 SI*EXP -> CL 0.005 
H20 PE*Age-> CL 0.185 
H21 PE*Gender -> CL 0.005 
H22 PE*EXP -> CL 0.012 
H23 HM*Age -> CL 0.008 
H24 HM*Gender -> CL 0.132 
H25 HM*EXP -> CL 0.477 
H26 HT*Age -> CL 0.013 
H27 HT*Gender -> CL 0.405 
H28 HT*EXP -> CL 0.295 
H29 PV*Age -> CL 0.001 
H30 PV*Gender -> CL 0.359 
Note: criteria: p < 0.05. 
Table 6.25 indicates the significance of hypothesis testing for models M1 and M2, with 
effort expectancy, performance expectancy, price value and social influence 
moderated by the interaction variable of gender. Moreover, hedonic motivation, habit, 
performance expectancy, price value and social influence were moderated by the 
interaction variable of age, and facilitating conditions, performance expectancy and 
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social influence were moderated by the interaction variable of experience. This study 
tested 30 hypotheses; of these, 17 hypotheses were significant and the remaining 13 
were found to be insignificant. 
6.11 Mediation Analysis 
Mediation analysis was performed to test the mediating effect on customer loyalty. The 
below figure from Zhao et al. (2010) presents X as the exogenous or independent 
variable and Y as an endogenous or dependent variable, while M is regarded a third 
mediating variable. The relationship between X and M is presented by path a. The 
effect of the mediator on the dependent variable (Y) is presented by path b. M is the 
third intermediate variable between X and Y. The direct relationship between X and Y 
is presented by c. Hence, the indirect effect is the product term of a × b. The total effect 
of X on Y is denoted by P = (a × b) + c. Figure 6.19 presents the mediating effect 
model. 
 
Figure 6.19 Theoretical Model for Mediation Analysis (Zhao et al. 2010, p. 198) 
The mediation analysis was undertaken using the Sobel test (Preacher & Leonardelli 
2001; Soper 2012) for the independent variable of customer experience and 
dependent variable of customer loyalty. In this model, customer satisfaction acted as 
a mediator. The analysis was run with SmartPLS software. A direct and indirect 
relationship was observed between CE and CL, and CE and CL via CL. Bootstrapping 
technique was used for analysis, as discussed by many researchers in the previous 
literature (Hair  et al. 2016; Preacher & Hayes 2004), as a more rigorous and powerful 
tool method for testing indirect effects and the significance of the relationship. Table 
6.26 presents a summary of the moderating analysis. Further analysis included the 
 197 
bootstrapping algorithm with 5,000 samples (Hair  et al. 2016). After bootstrapping, 
the observations for the standard errors from the independent variable (CE) to the 
mediator (CS) and from the mediator (CS) to the dependent variable (CL) were 
recorded. 
Table 6.26 Summary of Mediation Analysis 
Indirect 
Effect 
Original 
Sample (O) 
Sample 
Mean (M) 
Standard 
Deviation 
t-
Statistics 
p-
Values 
Moderating 
Effect 
CE -> CL 0.06 0.058 0.05 1.2 0.23 Not supported 
Direct 
Effect 
Original 
Sample (O) 
Sample 
Mean (M) 
Standard 
Deviation 
t-
Statistics 
p-
Values 
Moderating 
Effect 
CE -> CL ˗0.033 ˗0.012 0.065 0.503 0.615 Not supported 
The p-value was insignificant; thus, this result indicated that customer satisfaction did 
not mediate the effect between customer experience and customer loyalty.  
6.12 Summary 
This chapter has presented the data analysis procedures to assess the research 
model that was conceptualised in the theoretical framework chapter. This chapter 
included a descriptive analysis of all demographic and survey items. It included data 
screening and cleaning, followed by measurement model assessment. Moreover, the 
structural model was tested using PLS-PM. This chapter also presented other steps, 
such as moderation, mediation, hypotheses testing and quality of model assessment. 
The measurement and structural models were developed and tested, and CFA was 
used to assess the measurement model for this study, which was adjusted according 
to the recognised guidelines to confirm reliability and validity. Based on the 
measurement and structural model results, the relationships for dependent and 
independent variables with and without moderating effects were thoroughly assessed. 
The parameters of path coefficient, determination coefficient, effect size and predictive 
relevance were assessed and tested for significance with respect to their thresholds 
stated in the literature. The path coefficients and indirect effects were used to test the 
hypotheses formulated for the relationship between the independent and dependent 
variables for this research, and the results were presented in Table 6.25. The following 
chapter discusses the results by addressing the research objectives and questions 
outlined in Chapter 1. Moreover, the next chapter links the results to the research 
objectives and reviewed literature.  
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Chapter 7: Discussion 
7.1 Overview of Chapter 7 
This chapter presents the research analysis discussion, research questions analytical 
discussion, research implications, research limitations and directions for future 
research opportunities. The results of the data analysis were presented in Chapter 6 
and research questions were outlined in Chapter 1. In this chapter, the discussion 
derives from the data analysis to answer the key research questions. This chapter 
analyses the findings of this study considering the existing and previous literature, and 
relates the findings to previous studies to determine the consistency of the data 
analysis. 
The main aim of this study was to investigate the factors that affect customer loyalty 
towards mobile telecommunications services in the context of Australia. The study 
posed three main research questions: 
1. Which factors influence customer loyalty in the Australian mobile 
telecommunications sector? 
2. To what extent do these factors affect customer loyalty? 
3. What is the influence of age, gender and length of experience as moderating 
factors between the antecedents and dependent variable in the UTAUT2 
model? 
7.2 Discussion of Hypotheses 
Thirty hypotheses related to the research questions were developed by using a 
modified and extended version of the UTAUT2. Ten of the hypotheses considered the 
direct effects between the dependent and independent variables, while 20 hypotheses 
considered the moderating effects between the defined variables. This chapter 
discusses the findings of the PLS-PM statistical analyses in relation to the research 
questions and articulated hypotheses. 
The UTUAT model was designed to synthesise previous theories on technology 
acceptance by customers (Venkatesh et al. 2003; Venkatesh et al. 2012). The UTAUT 
model is considered by many authors to be the most suitable and best predictive model 
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in the behavioural intention literature (AlAwadhi & Morris 2008; Khechine & Augier 
2019). Research in IT and telecommunications has applied the UTUAT2 model to 
identify the determinants of user acceptance and use of various technologies in many 
countries (Morosan & Defranco 2016; Ning et al. 2019; Sair & Danish 2018; Shao & 
Siponen 2011; Slade et al. 2015; Williams et al. 2015). To adapt the original UTUAT2 
model to the telecommunications context, two variables were added to ensure a better 
understanding of behavioural intention in the context of attitudinal perspective. The 
variable of customer behavioural intention was modified to customer loyalty, and the 
theoretical boundaries of this dependent variable were defined in the customer 
attitudinal and psychological association with mobile products and services 
background. The framework in this study was underpinned by the theoretical basis of 
the UTAUT theory. The extended UTAUT model incorporated two main dependent 
variables: (i) customer loyalty (derived from behavioural intention) towards mobile 
telecommunications products and services and (ii) customer satisfaction with using 
the mobile product and services. 
This study formulated and validated the user acceptance model UTAUT2 for customer 
loyalty in mobile telecommunications services in Australia. An in-depth literature 
review and previous studies revealed the importance of customer loyalty and issues 
related to customer behavioural intention to remain loyal to a service. For this study, 
the theoretical framework model was developed with the inclusion of the UTAUT and 
marketing-mix theory. The UTAUT2 model was used with the addition of two 
constructs: customer satisfaction and customer experience. To operationalise this 
research model, the indicators were defined for each latent variable or construct. The 
antecedents for customer loyalty (which derived from behavioural intention) were 
formulated and data from mobile customers were acquired through the online survey 
questionnaires. The UTAUT2 model was chosen from eight previous models, as 
discussed in the theoretical framework section in Chapter 3. Moreover, in Chapter 3, 
the UTAUT2 model was explained as a key success measure for behavioural 
intention, which helps measure customer loyalty. The UTAUT2 model is an 
amalgamation of eight previous research models. It integrates fragmented theory and 
IT/IS models into a unified model of acceptance and use of technology (Venkatesh et 
al. 2012). This chapter presents all the theoretical, statistical and practical findings for 
this study. In addition, it discusses some limitations and future implications. 
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The motivation for this study was driven by  TIO reports TIO (2014) and customer 
retention reports (Connelly 2012; Sullivan 2014), which highlighted issues related to 
customer service, network operations, billing and contracts. Moreover, the reports 
highlighted customer migration from current service providers to other service 
providers. Thus, this study highlighted the issues that lead to customer intention to 
either remain loyal to a network or move to another service provider. This research 
has provided solutions to all prominent problems related to customer service by 
presenting a research framework that tailored the information according to business 
interest. Therefore, this study discussed customer loyalty and the issues related to 
customer experience with the mobile service as critical for  telecommunication 
businesses. 
To address these service and loyalty issues, a framework was developed based on 
previous literature and theories, as discussed in Chapters 2, 3 and 4. Based on this 
framework, the research instrument in the form of an online survey was developed. 
The research instrument for this study was adapted and modified by using previous 
literature and studies, as discussed in Chapter 5. The significance of measuring 
customer loyalty was examined from three perspectives: (i) recommendations to other 
mobile service users; (ii) customer intention to continue or repurchase the service, 
showing commitment; and (iii) positive word-of-mouth in the form of enjoying 
introducing the mobile service to other users. Customer loyalty indicates customers’ 
deep commitment to continue using the service, as discussed in previous studies 
(Harris & Goode 2004; Oliver 1999). In this study, this perspective of customer loyalty 
was examined by modifying the UTAUT2 model presented by Venkatesh et al. (2012). 
The other theory of marketing-mix theory supported the argument for a product, price, 
location and facility perspective. For this study, a survey was chosen as the method 
of data collecting, as defined in Chapter 5. 
The research model and hypotheses were developed from the detailed literature 
review in Chapters 2, 3 and 4. The survey instrument was developed, which consisted 
of 64 questions related to six key constructs from the UTAUT2 model: performance 
expectancy (PE), effort expectancy (EE), facilitating conditions (FC), social influence 
(SI), habit (HT) and hedonic motivation (HM). Two more constructs were added: 
customer satisfaction (CS) and customer experience (CE). Moreover, behavioural 
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intention was modified, and only the attitudinal angle of customer loyalty was included 
in the framework. 
The final stage of the study involved defining the analysis and evaluation techniques 
for the data gathered. Chapter 6 presented all the details of the initial descriptive 
analysis, followed by PLS-PM, which was deployed for evaluation and validation of the 
proposed model. The model was evaluated in two steps: (i) measurement model 
assessment and (ii) structural model assessment. The model validation was 
undertaken with some empirical conclusions by using PLS-PM. In the final step, the 
hypotheses were tested, followed by a conclusion with some research findings. The 
various hypotheses defined and discussed below are grouped according to the 
relevant variables. 
7.2.1 Facilitating Conditions 
facilitating conditions are defined as the degree to which an individual believes that 
organisational and technical infrastructure exists to support the use of mobile services 
and the mobile support system in a telecommunications context (Venkatesh et al. 
2003). In this definition of facilitating conditions, the concepts of three previous models 
were incorporated: perceived behavioural control, facilitating conditions and 
compatibility. In the current study, the author hypothesised that facilitating conditions 
would positively influence customer loyalty towards mobile telecommunications 
products and services in Australia. The hypothesis stated that: 
H1: A positive significant association exists between facilitating conditions 
and customer loyalty in using mobile telecommunications products and 
services. 
The facilitating conditions hypothesis was tested through seven questions, which 
focused on whether respondents felt that they had access to network resources, such 
as the coverage necessary to use a mobile service; necessary technical support, 
knowledge and information from the service provider for problem solving; and network 
connectivity for voice and data services. The statistical analysis of the questions for 
hypothesis H1 revealed a significant positive result (β = 0.246, p < 0.05), which 
indicated that respondents showed a positive attitude towards using a mobile 
telecommunications product or service if they possessed the relevant facilitating 
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conditions that would enable them to be a loyal customer. The result generated was 
consistent with that of Kang et al. (2015) and Rahi et al. (2018), who revealed that 
potential facilitating conditions have a significant effect on predicting behavioural 
intention, which includes repurchase behaviour and customer loyalty. Similar findings 
were reported by Su et al. (2013), Gusman and Ariyanti (2019), Gharaibeh and Arshad 
(2018) and Rahi et al. (2018). Venkatesh et al. (2012) also confirmed a positive and 
significant relationship between facilitating conditions and behavioural intention while 
testing the extended version of the UTUAT model.  
Further, facilitating conditions are the technological, informational and customer 
support that help remove barriers to using mobile telecommunications products and 
services in Australia. Mobile network resources in Australia are limited based on area, 
such as urban or regional areas, and not all mobile operators have 100 per cent 
coverage Australia wide (Hanlon 2019; Taylor et al. 1993), which means facilitating 
conditions were more likely to affect customer loyalty than the other variables. 
Consequently, whether customers intend to use a mobile telecommunications service 
or actually use it, they need to know that support is available to help them with their 
mobile product or service. Mobile service providers can use this result to justify 
investment in human, informational and technological resources to encourage 
customers to use their mobile products and services. These resources could include 
product or service knowledge, user manuals, mobile applications about products and 
services, discussion forums, online training sessions or personal human support 
(Khechine & Augier 2019). This result indicates that the availability of resources and 
the drive to use mobile telecommunications services have a positive and significant 
effect on customer loyalty towards using mobile telecommunications products and 
services in Australia. 
7.2.2 Effort Expectancy 
Effort expectancy is defined as the degree of ease associated with the use of a mobile 
service and support system (Venkatesh et al. 2003). Specifically, it refers to perceived 
ease of use in the context of mobile telecommunications products and services for this 
study. The hypothesis for the relationship between effort expectancy and customer 
loyalty was developed in Chapter 3. The hypothesis stated that: 
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H2: A positive significant association exists between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
This hypothesis was covered in the questionnaire by seven questions that considered 
how mobile telecommunications customers perceive the ease of use of the mobile 
product or service provided by their service providers. The seven questions covered 
aspects such as mobile service interaction; level of effort required to become skilful in 
using the mobile product and service for voice calls; and effort required to use data, 
internet, mobile payment and mobile online billing services, thereby assessing whether 
the mobile products and services were designed in a simple way and were not overly 
complex to use. 
The statistical analysis of the questions for this hypothesis showed a positive and non-
significant result (β = 0.038, p > 0.05), indicating that the amount of effort that potential 
users believe they must exert to learn how to use a mobile product or service had no 
effect on customer loyalty. This finding contradicts previous research using the 
standard UTAUT model and extended UTAUT2 model (Venkatesh et al. 2003; 
Venkatesh et al. 2012). In this study, effort expectancy had no statistically significant 
effect on customer loyalty among mobile telecommunications product or service 
customers. These results are consistent with other similar studies by Arain et al. 
(2019), Kumar and Mohite (2018), Cheung (2019) and Chung et al. (2015). The 
hypothesis result for effort expectancy may not have been supported because of the 
high frequency of mobile phone service usage, as the demographic results showed 
that all participants in this study had their own personal mobile phone support data 
and internet services and were experienced users. 
7.2.3 Social Influence 
Social influence is defined in the literature as the degree to which an individual feels 
that important people (such as family, friends, social networks and co-workers) 
influence them to use their mobile service (Venkatesh et al. 2003). This definition was 
modified according to the context of this study. Venkatesh et al. (2003) included in the 
social influence construct a number of relevant factors that have been studied in 
previous studies. In this telecommunications study context, the author hypothesised 
that social influence would have a positive influence on customer loyalty towards a 
mobile telecommunications company. The hypothesis stated that: 
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H3: A positive significant association exists between social influence and 
customer loyalty in using mobile telecommunications products and services. 
This hypothesis was tested with six questions that covered the influence that family, 
friends, close friends, colleagues, peers and social media friends might have on 
customers, as well as the extent to which customers remain loyal to their preferred 
mobile telecommunications products and services. The statistical analysis of the 
question related to this hypothesis revealed a positive significant relationship 
(β = 0.211, p < 0.05). These findings align with those of Venkatesh et al. (2003) and 
Venkatesh et al. (2012). The findings of prior studies indicated that users’ behavioural 
intention is significantly affected by the opinions of important social connections when 
making decisions regarding IS usage (Ain et al. 2016; Bagozzi & Lee 2002; Wu et al. 
2019; Xu 2014). In this study, mobile telecommunications customers interacted with 
real friends/families in their existing social networks, and it was noted that peer 
influence was very influential in the service adoption decision (Ain et al. 2016). 
Similarly, Fidani and Idrizi (2012) empirically tested whether social influence 
significantly affected behavioural intention. Overall, the recommendations from family, 
friends and others (social networks) exert a strong influence on mobile 
telecommunications customers.  
7.2.4 Performance Expectancy 
Performance expectancy is defined as the extent to which a mobile service consumer 
believes that using the mobile service can improve their performance in daily tasks 
(Venkatesh et al. 2003; Wirtz et al. 2006). The validity of the hypothesis describes its 
degree of agreement with the definition of performance expectancy, which discusses 
improvement in the performance of users’ tasks with the use of a mobile product or 
service. Consequently, it entails five sub-variables: performance expectancy, extrinsic 
motivation, job fit, relative advantage and outcome expectations (Venkatesh et al. 
2003). This hypothesis stated that: 
H4: A positive significant association exists between performance expectancy 
and customer loyalty in using mobile telecommunications products and 
services. 
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The hypothesis was based on performance expectancy and the questionnaire asked 
six questions about time saving, productivity in daily work, the usefulness of value-
added services, overall performance in daily life, speedy accomplishment of daily 
tasks, and innovative ideas using mobile services. The statistical analysis of these 
questions revealed a positive and significant result (β = 0.310, p < 0.05), indicating 
that respondents had a positive attitude towards the mobile service usefulness, 
efficiency, time saving and effect on productivity. Therefore, performance expectancy 
was considered in this research one of the strongest predictors of customer loyalty. 
This result indicated that the available mobile telecommunications products and 
services make customers confident that their productivity, in terms of the benefit 
gained, will be superior if they use mobile telecommunications services. 
Customers with favourable performance expectancy are more likely to be interested 
in the adoption of the mobile telecommunications product and services. This might be 
because mobile users believe that adopting mobile telecommunications services will 
provide a better communication channel with their peers, workers and family, and will 
provide them with more effective access to mobile services provided by their service 
providers. Better performance expectancy from mobile service providers helps 
customers remain loyal to their provider. This finding is consistent with those of 
Venkatesh et al. (2012), Venkatesh et al. (2003), Sair and Danish (2018), Venkatesh 
and Davis (2000), Oh et al. (2009), Escobar-Rodríguez and Carvajal-Trujillo (2013), 
Arain et al. (2018) and Owusu Kwateng et al. (2019). The findings revealed that 
performance expectancy had a statistically significant influence on customer loyalty 
towards mobile telecommunications providers. The findings suggest that the 
participants believed that mobile telecommunications services are useful in performing 
their daily life tasks. Hence, it is essential for customers to readily adopt the useful 
benefits of mobile products and services to help increase their daily life productivity 
and performance. The results supported the proposed hypothesis and confirmed that 
performance expectancy is an influential factor for customer loyalty, which includes 
customers’ intention to use mobile telecommunication services. This could be a result 
of the fact that mobile telecommunications service providers provide a wide range of 
deals, options and benefits to their existing customers, which can significantly reduce 
the chances that customers will leave their existing mobile service and switch to 
another service (Zhang et al. 2012). 
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7.2.5 Customer Experience 
Customer experience can be defined as the expectation gap between the level of 
experience that the customer thinks they should receive (based on marketing 
promises and other experiences) and the level they actually receive (Millard 2006). It 
refers to customers’ perceptions, past experiences and the promotional promises 
made by service providers during current or past marketing campaigns. This 
hypothesis was covered in the questionnaire with six questions that considered how 
customers perceived their experiences regarding mobile services, customer care, 
value-added services, quality of voice and data services, resolution of complaints, and 
reliability of data services. In the context of this study, the author hypothesised that 
customer experience would have a positive influence on the loyalty of mobile 
telecommunications customers. The hypothesis stated that: 
H5: A positive significant association exists between customer experience 
and customer loyalty in using mobile telecommunications products and 
services. 
The statistical analysis of the questions revealed a positive non-significant result 
(β = 0.029, p > 0.05), showing that customer experience does not influence customer 
loyalty in the mobile telecommunications service context in Australia. The findings 
contradict previous research (Klaus & Maklan 2013) that observed a strong 
relationship between customer experience and loyalty. Shankar et al. (2003) claimed 
that loyalty and commitment strengthen overall satisfaction and may make customers 
more forgiving of disappointing experiences. Lam et al. (2004) argued that loyal 
customers may derive greater personal non-economic satisfaction and consequently 
express higher satisfaction than less loyal customers. The results also contradict the 
studies by Klaus and Maklan (2013) and Zins (2001), which found that past experience 
in using a product or service creates loyalty and customer intention to continue using 
the service. In contrast, a study on IS was consistent with the findings of the current 
study. Guriting and Oly Ndubisi (2006) argued that there is no indirect positive 
relationship between customer experience and behavioural intention. Thus, customer 
experience—whether short-term bad experience or temporary service disruption—
may not affect customer loyalty, as customers may prefer to stay with their service 
provider for other reasons, such as pricing or network performance and quality. 
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7.2.6 Customer Satisfaction 
A considerable number of research studies (Fernandes & Solimun 2018; Yang & 
Peterson 2004; Yuksel et al. 2010; Zhao et al. 2012; Zhou & Lu 2011) have revealed 
that customer satisfaction is crucial for customer behavioural intention for service 
continuance. Therefore, customer satisfaction plays an important role in the successful 
adoption of mobile telecommunications services (Zhou 2013). Roberts-Lombard 
(2009, p. 73) stated that: 
Satisfaction is defined as the degree to which a business’ product or service 
performance matches up to the expectation of the customer. If the performance 
matches or exceeds the expectation, then the customer is satisfied, if the 
performance is below par then the customer is dissatisfied. 
In the context of this study, the author hypothesised that customer satisfaction in using 
a mobile telecommunications product or service would have a corresponding positive 
influence on customer loyalty. Therefore, the first relevant hypothesis stated that: 
H6: A positive significant association exists between customer satisfaction 
and customer loyalty in using mobile telecommunications products and 
services. 
In the telecommunications scenario, the customer satisfaction conditions were tested 
in the questionnaire through five questions that examined mobile telecommunications 
service providers’ ability to meet customer needs (mobile, data and internet) at a 
satisfactory level, the performance of the mobile service, the speed of mobile services 
offered, accuracy in billing and overall customer satisfaction. The statistical analysis 
of the questions relevant to hypothesis H6 revealed a significant positive result 
(β = 0.674, p < 0.05), which indicated that, on average, the respondents had positive 
customer satisfaction towards their mobile telecommunications products and services. 
This result indicated that customer satisfaction in the mobile telecommunications 
sector of Australia has a positive effect on customer loyalty. Additionally, customer 
satisfaction is important for customer perceptions of a mobile product or service. Thus, 
this hypothesis suggests that customer satisfaction with a mobile service will 
significantly affect intention to remain loyal to a mobile service provider (Arain et al. 
2019; Bahri-Ammari & Bilgihan 2019; Zhou & Lu 2011). The findings indicate that 
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satisfaction is an integral part of the mobile telecommunications customer loyalty 
framework in Australia. Further, satisfaction is an important factor for enhancing 
behavioural intention towards customer loyalty in telecommunications. It is suggested 
that mobile companies and customer service managers should maintain satisfaction 
when developing and implementing mobile products and services (Mpwanya & 
Letsoalo 2019). Moreover, the findings for this hypothesis are consistent with the 
previous studies by Kuo and Yen (2009) and Klaus and Maklan (2013). The finding 
adds significant value to the research in the context of mobile telecommunications, as 
existing studies have rarely incorporated customer satisfaction as a construct in the 
area of IS and telecommunications loyalty in the Australian context. The findings 
indicate convincingly that customer satisfaction in the effective delivery of mobile 
telecommunications services by service providers will increase customer interest in 
adopting and extending their mobile products and services as technology evolves over 
time. The second hypothesis related to customer experience stated: 
H7: A positive significant association exists between customer experience 
and customer satisfaction in using mobile telecommunications products and 
services. 
In a previous study, Ofir and Simonson (2007) argued that customers' expectations 
are key determinants of consumption experiences, satisfaction and loyalty. Customer 
experience is a major contributing factor to customer behaviour and an important 
strategic objective for mobile telecommunications service providers. Goldstein et al. 
(2002) argued that customers’ perceptions of their service experience are usually 
connected with the question of how a service is provided, rather than what is provided, 
and customer experience correlates to key marketing results (Klaus & Maklan 2012). 
The hypothesis was tested with six questions regarding customer experience and five 
questionnaires regarding customer satisfaction, as discussed in the previous sections. 
The statistical analysis of the questions relevant to hypothesis H7 revealed a positive 
and significant result (β = 0.751, p < 0.05), with most respondents holding a positive 
attitude towards customers’ experience that links to customers’ assessment of 
satisfaction. The findings address gaps in the literature by delivering statistical 
evidence defining the exact nature of customer experience and its significant positive 
influence on customer satisfaction. The findings are consistent with the previous 
studies by Klaus and Maklan (2013); Chang and Chang (2010); and Ofir and 
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Simonson (2007). This is in addition to the fact that the level of mobile service in 
general at product or service level has increased worldwide over recent years. This 
result could be a consequence of the latter, in relation to mobile product and service 
experience and usage of mobile IT and internet services. Users’ service experience 
has an effect on overall customer satisfaction. This aligns with previous research that 
found that human attitudes, perceptions and experiences towards a system influence 
usage and satisfaction levels (Jang & Noh 2011; Oliver, RL & DeSarbo, W 1988). 
7.2.7 Hedonic Motivation 
hedonic motivation is defined as practical and emotional incentives for customers to 
participate in shopping or buying-related actions. For this study, it was defined as the 
fun or pleasure derived from using a mobile service (Brown & Venkatesh 2005; 
Solomon et al. 2009). Venkatesh et al. (2012) incorporated hedonic motivation into the 
UTAUT2 model, and also into this definition. In IS research, hedonic motivation 
(conceptualised as perceived enjoyment) has been discovered to directly influence 
technology acceptance and use (Thong et al. 2006; van der Heijden 2004). In the 
current study, the author hypothesised that hedonic motivation would have a positive 
effect on customer loyalty in the mobile telecommunications products and services 
context. The hypothesis stated that: 
H8: A positive significant association exists between hedonic motivation and 
customer satisfaction in using mobile telecommunications products and 
services. 
Hedonic motivation was tested through six questions that focused on whether 
respondents had access to the latest data technologies (3G, 4G and LTE), recreation 
via mobile services, mobile service offers and mobile services (including voice and 
data). The statistical analysis of the questions related to this hypothesis revealed a 
significant relationship (β = 0.242, p < 0.05). 
Technology is continuously evolving and mobile data streaming is the most important 
feature of mobile services. van der Heijden (2004) argued that hedonic IS are 
pervasive in the consumer service market, such as mobile games and video streaming 
on iPhones; thus, hedonic motivation plays a key role in predicting intentions to use 
mobile service. All mobile applications, YouTube and social media applications 
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(Facebook, Instagram, TikTok, Twitter and LinkedIn) work on mobile data. Thus, data 
quality and streaming for uploading or downloading files, videos and documents are 
very important for customers. Venkatesh et al. (2012) integrated hedonic motivation 
into the original UTAUT model, and the author for the current study theorised the 
relationship between hedonic motivation and customer loyalty. However, the mobile 
data and internet both utilitarian features for private and business use are important 
for end customer along with the hedonic features (e.g., mobile games and 
entertainment applications on iPhone) which can be accessed through mobile data 
service coexist (van der Heijden 2004; Venkatesh et al. 2012). The hypothesis finding 
suggests that, in the context of mobile products and services in general, both utilitarian 
benefits and hedonic benefits are important drivers of customer loyalty. The findings 
for this hypothesis are consistent with previous studies (Arain et al. 2019; Escobar-
Rodríguez & Carvajal-Trujillo 2013; Venkatesh et al. 2012). When mobile 
telecommunications products and services are perceived as enjoyable, this can 
motivate customers to engage in recommending their service providers to others. Fun 
and amusement motivate mobile customers to engage in a customer loyalty 
relationship. Mobile service quality, speed and data access are supposed to be fun to 
use. These factors may increase customer intention to remain loyal to their current 
service provider and recommend their service to others through positive word-of-
mouth. 
7.2.8 Price Value 
Price value is defined as consumers’ cognitive trade-offs between the perceived 
benefits of an application and the monetary cost of using it (Dodds et al. 1991). 
Venkatesh et al. (2012) imputed price value into the original UTAUT framework to 
address the cost issue of technology use in the customer service setting. The author 
of the current study used price value in the mobile telecommunications customer 
loyalty context. This research highlighted the significance of price value in customer 
decision making regarding mobile service use. In the context of mobile 
telecommunications, the author hypothesised that price value would have a positive 
influence on customer loyalty towards mobile telecommunication products and 
services. The hypothesis stated that: 
 211 
H9: A positive significant association exists between price value and 
customer loyalty in using mobile telecommunications products and services. 
This hypothesis was tested with four questions that covered the influence of 
customers’ perceived value, monetary cost reasonably priced, good value for money, 
variety of price plans, and good value for mobile data bundles. The statistical analysis 
of the question related to this hypothesis revealed a significant positive relationship 
(β = 0.273, p < 0.05), indicating that price value had positive effects on customer 
loyalty towards mobile telecommunications products and services. Consequently, this 
study considered price value one of the strongest predictors of customer loyalty. This 
result indicates that the available price variety plans and reasonable pricing of mobile 
data and voice services make customers confident in their mobile products and 
services, as they perceive that their plan is good value for money. People commonly 
choose services and products when their benefit gives more than the price value 
(Vannatta & Nancy 2004). The cost of using mobile services has been tested in 
UTAUT mobile telecommunications product and service research. Yu (2012) 
discovered a negative relationship between economic cost and intention to use. 
However, when mobile plans are reasonably priced and tailored packages are 
available in the market according to customer need, and given that, in this research, 
the behavioural intention construct of the original UTAUT2 was replaced with customer 
loyalty, price value influence on customer loyalty was significant, thereby confirming 
previous research (Escobar-Rodríguez & Carvajal-Trujillo 2014; Palau-Saumell et al. 
2019). The findings of this research are consistent with previous studies by Xu (2014), 
Owusu Kwateng et al. (2019) and Khan et al. (2017). The results reveal that customers 
use mobile products and services to gain bundle discount deals and save money, 
which is a novel contribution to the literature on mobile telecommunications products 
and services. 
7.2.9 Habit 
Habit is defined as situation-specific sequences that have become automatic, so that 
they occur without self-instruction, using the mobile telecommunications product or 
service (Limayem et al. 2007). Habit is also defined as the degree of observed 
automatic behaviour following accumulated learning after the use of a technology 
(Kurubacak & Altinpulluk 2017). Mobile telecommunications products and services 
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have been shown to be habit forming by providing quick access to dynamic data 
content and inducing customer loyalty for mobile product and service usage 
(Oulasvirta et al. 2012). As a result of the increased penetration of mobile 
telecommunications products and services in the Australian population, mobile usage 
will be supposed to increase customer loyalty, and the following hypothesis was 
proposed: 
H10: A positive significant association exists between habit and customer 
loyalty in using mobile telecommunications products and services. 
Habit in mobile telecommunications products and services was tested in the 
questionnaire through four questions that examined mobile use as becoming a routine, 
mobile service use as essential, mobile service use as natural for the customer, and 
mobile service use as requiring minimum effort. The statistical analysis of the 
questions relevant to hypothesis H10 revealed a non-significant positive result 
(β = 0.013, p > 0.05), which indicated that, on average, the respondents’ habit had no 
effect on customer loyalty in using mobile telecommunications products and services. 
This result indicated that habit in purchasing and using mobile telecommunications 
products and services had no effect on customer loyalty in the Australian context. 
However, previous studies have suggested that habit will significantly affect customer 
behavioural intention (Escobar-Rodríguez & Carvajal-Trujillo 2014; Heiman & Olenik-
Shemesh 2019; Sanchez-Acenjo 2014). In contrast, the current study result showed 
that habit had no direct effect on customer loyalty (Jia et al. 2014). The mobile service 
may not use a mobile banking and payment services due to the other safer alternative 
payment choices such as online banking. Thus, mobile telecommunications 
customers’ habit does not guarantee an increase in consumers’ willingness to remain 
loyal to their service provider. Another explanation is that the respondents did not 
consider mobile service use as essential or routine for them, as compared with other 
responses. Moreover, the way the respondents comprehended the question could 
have significantly affected the overall results. 
7.2.10 Moderators 
The above discussion of results focused on the direct effect of a number of variables 
on perceived customer loyalty; however, actual customer loyalty can be moderated by 
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additional factors. In this study, three moderating variables (gender, age and 
experience) were tested to determine their effect on the relationship between each of 
the independent variables performance expectancy (PE), effort expectancy (EE), 
social influence (SI), facilitating conditions (FC), hedonic motivation (HM), habit (HT) 
and price value (PV) and dependent variable of customer loyalty, which was modified 
from behavioural intention in the UTAUT2 model (Venkatesh et al. 2012). Partial least 
squares multi-group analysis (MGA) determined the moderating effects on the latent 
variables. The current study hypothesised that age, gender and experience would 
have moderating effects on PE, EE, SI, FC, CS, CE, PV, HM and HT in terms of 
customer motivation to use and remain loyal to their current mobile 
telecommunications service provider in the Australian telecommunications market. 
Moderation by Gender 
The effect of gender on customer loyalty towards mobile telecommunications products 
and services attracted intense investigation in this study. The findings indicated a 
considerable difference between males and females, with female customers more 
likely to use mobile services and remain loyal than male customers (Owusu Kwateng 
et al. 2019). In this thesis, a number of hypotheses were proposed relating to the role 
of gender as a moderating factor between numerous independent variables and 
customer loyalty. Table 7.1 shows the moderating effect by gender for the independent 
and dependent variables, as discussed in earlier sections. Both gender path 
coefficients showed a number of differences in the effects for each of the moderating 
relationships. 
Table 7.1 Moderation by Gender 
Hypothesis Path Direction β (M) β (F) t-Value 
(M) 
t-Value 
(F) 
p-Value 
(M) 
p-Value 
(F) 
H12 FC*Gender→CL ˗0.032 0.179 0.088 2.14 0.465902 0.030511 
H15 EE*Gender→CL ˗0.041 0.217 0.901 2.79 0.195531 0.010527 
H18 SI*Gender→CL ˗0.022 0.045 0.661 0.325 0.262585 0.376304 
H21 PE*Gender→CL 0.189 0.043 2.343 0.998 0.021902 0.172177 
H24 HM*Gender→CL ˗0.036 ˗0.069 0.033 0.077 0.487197 0.470154 
H27 HT*Gender→CL 0.098 0.042 1.103 0.988 0.149323 0.174484 
H30 PV*Gender→CL 0.011 0.113 0.362 1.411 0.362853 0.095932 
 214 
Table 7.1 shows the hypotheses testing results for moderation by gender. The 
following section discusses the hypotheses H12, H15, H18, H21, H24, H27 and 
H30. 
H12: Gender moderates the association between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H 12 was not supported. Overall, the results revealed a non-significant 
result (β = ˗0.079, p = 0.228, p > 0.05) in Chapter 6. However, the MGA (Multigroup 
analysis) in Table 7.1 reflects further findings that indicate that gender difference could 
potentially influence customer loyalty with regard to the support provided by mobile 
service providers (Mansoori et al. 2018). The findings of this study significantly differ 
from those of Venkatesh et al. (2012) and Venkatesh and Davis (2000), which showed 
that men’s usage decisions were strongly influenced by the perception of usefulness, 
while women were strongly influenced by the ease of use and subjective norm 
perception. The MGA analysis for this hypothesis showed that the female respondents 
were strongly influenced by facilitating conditions (technical and infrastructure facilities 
provided by the mobile service provider) in maintaining customer loyalty in comparison 
with the male respondents. This indicated that gender plays a moderating role in the 
relationship between facilitating conditions and customer loyalty. The MGA showed 
that female respondents were more likely to remain loyal to their mobile 
telecommunications service provider (β = 0.179, p = 0.0305, p < 0.05) (Venkatesh et 
al. 2012). In regard to females, the facilitating conditions showed higher path loading 
towards customer loyalty in Table 7.1. 
H15: Gender moderates the association between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
The findings supported the argument that gender is an essential moderating factor 
that can affect the effort expectancy on the customer loyalty of a mobile 
telecommunications customer (β = 0.239, p = 0.005, p < 0.05). Further analysis 
showed that women are more influenced by the ease of use and minimal effort 
requirements when using a mobile service, in comparison with men (Alsharif 2013; 
Mansoori et al. 2018; Venkatesh et al. 2012). 
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H18: Gender moderates the association between social influence and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H18 was not supported, with the statistical findings showing β = ˗0.018, 
p = 0.63, p > 0.05. The findings are inconsistent with the studies by Venkatesh et al. 
(2012) and Venkatesh and Davis (2000). The result contradicts the argument derived 
from psychological research (Bem & Allen 1974) that there is a difference in the 
decision-making processes of men and women, whereas the external information is 
processed when it comes to the value that male and female assigned to socially 
designed information and related cognitive structures (Venkatesh & Davis 2000). The 
findings of this study in the context of customer loyalty towards mobile 
telecommunications products and services such as gender difference do not apply 
(Mansoori et al. 2018). 
H21: Gender moderates the association between performance expectancy 
and customer loyalty in using mobile telecommunications products and 
services. 
Hypothesis H21 was supported, with the finding indicating that gender had a 
moderating effect on the relationship between performance expectancy and customer 
loyalty. The statistical analysis showed that the result supported the hypothesis 
(β = 0.317, p = 0.0093, p < 0.05). These findings align with previous research by 
Venkatesh et al. (2012), Venkatesh and Davis (2000) and Mansoori et al. (2018). The 
path coefficient for male customers was perhaps influenced by the potential 
performance gained at work using mobile services to a degree greater than women, 
which would in turn enhance male intention to remain loyal to their service providers 
and recommend their service provider to others through positive word-of-mouth 
(AlAwadhi & Morris 2008; Venkatesh et al. 2012). It appears that, in terms of gender, 
performance expectancy (with the prime focus on completing tasks) affected male 
customers more than female customers. The findings of this hypothesis are 
inconsistent with those of Venkatesh et al. (2003) and Venkatesh et al. (2012). This 
suggests that there may be a slight difference in the level of task accomplishment 
between male and female mobile telecommunications customers in their daily life. 
H24: Gender moderates the association between hedonic motivation and 
customer loyalty in using mobile telecommunications products and services. 
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Hypothesis H24 was not supported (β = 0.079, p = 2.63, p > 0.05). The hypothesis 
result is consistent with the previous studies of Pascual-Miguel et al. (2015) and 
Venkatesh et al. (2012) and suggests that gender does not affect the hedonic 
motivation impact on customer loyalty in the mobile telecommunications context. In 
the UTAUT2, Venkatesh et al. (2012) argued that hedonic motivation is a crucial 
determinant of behavioural intention and a more important driver than performance 
expectancy in non-organisational contexts, such as a products and services. However, 
in the current study, gender did not have any effect on customer loyalty. 
H27: Gender moderates the association between habit and customer loyalty 
in using mobile telecommunications products and services. 
Hypothesis H27 was not supported, as the result showed a high p-value (β = ˗0.015, 
p = 0.801, p > 0.05). The results showed that gender had no effect on the habit of 
mobile telecommunications customer loyalty. The results are consistent with previous 
research showing that habit has no significant effect on behavioural intention (Ameen 
& Willis 2018). 
H30: Gender moderates the association between price value and customer 
loyalty in using mobile telecommunications products and services. 
Hypothesis H30 was not supported, as the results showed a non-significant outcome 
(β = ˗0.022, p = 0.718, p > 0.05). The result is inconsistent with previous research. 
Venkatesh et al. (2012) argued that the male patterns are more keen to play with new 
technologies; thus, the price value assigned by men to technologies will likely be 
higher than the value given by women to the same technologies. In this study, gender 
had no effect on price value for mobile telecommunications products and services. 
This could be because both genders are well aware of price plans and pricing, along 
with the actual perceived value might not be an issue for them. The path coefficient 
loading for women was higher than that for men, although the p-value was not 
significant, which, in the consumer context, could be explained by the fact that women 
are more likely to devote attention to the prices of products and services, and therefore 
will be more price conscious (Owusu Kwateng et al. 2019). 
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Moderation by Age 
Seven hypotheses were presented to explore the role of age as a moderator between 
the independent variables defined by the theoretical framework and customer loyalty 
in the mobile telecommunications product and service context in Australia. The 
statistical analysis of the questions relevant to the age hypotheses H11, H14 and H20 
showed non-significant (p > 0.05) findings, although H17, H23, H26 and H29 were 
supported, with p < 0.05. Table 7.2 shows the MGA for all the age groups for this 
study. The respondents were grouped into six age categories: 18 to 25, 26 to 35, 36 
to 45, 46 to 55, 56 to 64, and over 65 years. 
Table 7.2 Moderation by Age 
Hypothesis Path 
Direction 
βAge 
(18–25) 
βAge 
(26–35) 
βAge 
(36–45) 
βAge 
(46–55) 
βAge 
(56–64) 
βAge 
(> 65) 
H11 FC*Age→CL 0.092 ˗0.312 ˗0.157 ˗0.293 0.044 0.113 
H14 EE*Age→CL 0.092 0.053 0.058 ˗0.17 0.047 0.124 
H17 SI*Age→CL 0.247 ˗0.184 0.358 0.004 ˗0.184 0.009 
H20 PE*Age→CL ˗0.012 ˗0.345 0.389 0.129 ˗0.289 0.243 
H23 HM*Age→CL 0.089 0.485 0.193 ˗0.054 0.056 0.132 
H26 HT*Age→CL 0.368 0.231 ˗0.156 0.221 ˗0.035 ˗0.0277 
H29 PV*Age→CL 0.489 0.369 0.039 0.021 0.408 ˗0.019 
Table 7.2 shows the hypotheses testing results for moderation by age. The 
following section discusses the hypotheses H11, H14, H17, H20, H23, H26 and 
H29. 
H11: Age moderates the association between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H11 was not supported by the statistical findings (β = 0.002, p = 0.978, 
p > 0.05), possibly because younger individuals feel that their knowledge and skills 
are up to date with current technology. However, further MGA revealed that the age 
group greater than 65 had an appreciable effect on customer loyalty. This could be 
because, as technology changes, older age groups need certain technical support and 
are willing to receive additional information and advice from another source (Ganotakis 
2012; Ganotakis & Love 2012). Thus, when older people need more support to adopt 
a mobile product or service, for the over-65 age group, technical support encouraged 
them to stay with their service provider (Mansoori et al. 2018). 
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H14: Age moderates the association between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H14 was not supported, and the MGA results showed that older individuals 
devote more attention to the effort they need to invest when using a system (Ameen 
& Willis 2018). The research findings suggested that older individuals in the youth 
segment prefer mobile products and services that do not require a high level of effort 
to complete their tasks (Ameen & Willis 2018). The findings of this research are 
consistent with previous studies by Mansoori et al. (2018) and Alsharif (2013). Older 
customers tend to place greater importance on the availability of adequate and 
relevant support from mobile telecommunications companies (Hall & Mansfield 1975; 
Owusu Kwateng et al. 2019). Therefore, it enables ease of use for older age groups 
and also enables them to save time and effort in using mobile telecommunications 
products and services. 
The non-significant result for this hypothesis could be because older people have more 
spare time, given they are mostly retired; therefore, the amount of time they have to 
learn a new mobile product or service might not be a constraint. Further, this result 
could be because senior citizens or retirees are interested in using mobile services, 
and are more willing to receive further assistance regarding the mobile product and 
services. Consequently, this might have reduced the moderating effect between age 
and effort expectancy. 
H17: Age moderates the association between social influence and customer 
loyalty in using mobile telecommunications products and services. 
This hypothesis was supported by the statistical results, which showed a positive 
significant p < 0.05 value. This result could arise from the popularity of social 
networking applications, such as Facebook, Twitter, Instagram, Snapchat and TikTok. 
Customers interact with friends and family through these social applications and they 
are one of the main sources of information regarding the usage of mobile technology 
(Hollenstein & Woerter 2008). According to Table 7.2, social influence through social 
networking is more common among two age groups in this study: 18 to 25 and 36 to 
45 years. The results indicated that, for the young age and middle age groups, social 
influence had an appreciable effect on customer loyalty in the telecommunications 
context. The findings of this study are consistent with previous research by Venkatesh 
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et al. (2012) and Sair and Danish (2018). Older people are statistically less likely to 
use social networking online services, which could diffuse the information received 
about the benefits of using mobile telecommunications products and services. 
H20: Age moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H20 was not supported, as the statistical results for this hypothesis were 
non-significant, with p > 0.05 value. However, the MGA in Table 7.2 showed that PE 
had an appreciable effect on customer loyalty for two age groups: 36 to 45 and > 65 
years. This could be linked to the idea that the older individual performance matters a 
lot and the middle age customers who work in the organisation, their opinion matters 
a lot. The result shows that, although the hypothesis was not supported, these two 
segments of the population showed acceptance towards the performance expectancy 
of their mobile service providers. 
H23: Age moderates the association between hedonic motivation and 
customer loyalty in using mobile telecommunications products and services. 
Hypothesis H23 was supported, as the statistical results of the hypothesis were 
significant, with a p < 0.05 value. The finding of this hypothesis is consistent with 
previous studies by Venkatesh et al. (2012) and Escobar-Rodríguez and Carvajal-
Trujillo (2014). Additionally, age has been found to be related with consumer 
technology innovativeness (Lee 2010). In the early phases of using a new mobile 
product and service technology, younger men tend to demonstrate a greater tendency 
to seek novelty and innovativeness (Chau & Hui 1998). There is a possibility that the 
age group between 26 and 35 years tends to rely more on hedonic activities, such as 
YouTube streaming, mobile movies, games and social networking, during the time that 
they travel to and from their workplace. 
H26: Age moderates the association between habit and customer loyalty in 
using mobile telecommunications products and services. 
Hypothesis H26 was supported with a p < 0.05 value. The finding of this hypothesis 
was consistent with the previous research by Venkatesh et al. (2012), Escobar-
Rodríguez and Carvajal-Trujillo (2014) and Heiman and Olenik-Shemesh (2019). The 
high t-statistics values of habit for the age groups 18 to 25 and 26 to 35 years had an 
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appreciable effect on customer loyalty. This suggests that young people may have 
developed habit around using mobile phone services. In the current research, age was 
moderated by the effect of habit on customer loyalty. The effect was stronger among 
younger individuals, since they develop habit relating to the use of mobile technology 
faster than do other age groups. 
H29: Age moderates the association between price value and customer 
loyalty in using mobile telecommunications products and services. 
Hypothesis H29 was supported with a positive significant p < 0.05 value. The finding 
aligns with previous studies by Venkatesh et al. (2012) and Ameen and Willis (2018). 
Moreover, the effect of price can be linked with individuals’ income (Ameen & Willis 
2018). After further analysis, the price value was found to be significant for three age 
groups: 18 to 25, 25 to 36, and 56 to 64 years. For young people, price and perceived 
value for money may be more important, as young people can be students, new 
graduates, career starters and people with low incomes. Thus, young customers may 
seek cheaper and more economic plans according to their usage. Similarly, elderly 
people may try to save money because income can reduce during old age. 
Moderation by Experience 
Regarding the experience of mobile telecommunications customers in this study, the 
respondents were divided into six groups: customers with no experience (zero), 
customers with experience less than 12 months, customers with experience between 
13 and 24 months, customers with experience between 25 and 36 months, customers 
with experience between 37 and 48 months, and customers with greater than 48 
months of experience. In this study, user experience attempted to explain how the 
nature of experience developed over time (Hassenzahl & Tractinsky 2006). In this 
study, the customers’ length of experience played a key role as a moderator between 
the independent variables and customer loyalty in terms of mobile telecommunications 
products and services, are discussed below. 
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Table 7.3 Moderation by Experience 
Hypothesis Path 
Direction 
β 
(> 12 
Months) 
β 
(13–24 
Months) 
β 
(25–36 
Months) 
β 
(37–48 
Months) 
β 
(< 48 
Months) 
β (Zero) 
H13 FC*Exp→CL 0.048 ˗0.019 0.093 0.043 0.219 0.117 
H16 EE*Exp→CL 0.089 0.098 0.008 ˗0.098 0.321 0.223 
H19 SI*Exp→CL 0.066 0.115 0.081 0.09 0.289 0.109 
H22 PE*Exp→CL 0.247 ˗0.187 ˗0.123 0.055 0.342 0.217 
H25 HM*Exp→CL 0.061 0.056 ˗0.034 0.045 0.256 0.097 
H28 HT*Exp→CL ˗0.189 0.029 0.009 ˗0.198 0.197 0.104 
Table 7.3 shows the hypotheses testing results for moderation by expeience. The 
following section discusses the hypotheses H13, H16, H19, H22, H25 and H28. 
H13: Experience (length of usage) moderates the association between 
facilitating conditions and customer loyalty in using mobile 
telecommunications products and services. 
Hypothesis H13 was not supported, as the statistical analysis showed a p > 0.05 
value. Previous studies indicated that users with less experience will depend more on 
facilitating conditions (Notani 1998). The finding of this hypothesis is consistent with 
the previous studies by Okumus et al. (2018) and Chang et al. (2019). The path 
coefficient for customers who had used mobile services for more than 48 months can 
lead to a greater familiarity with mobile products and services and better knowledge 
structures to facilitate customer learning, thus reducing customer dependence on the 
service provider or external resources (Alba & Hutchinson 1987). 
H16: Experience (length of usage) moderates the association between effort 
expectancy and customer loyalty in using mobile telecommunications 
products and services. 
Hypothesis H16 was supported, and the findings align with a previous study that 
showed the effect of effort expectancy on behaviour intention moderated by 
experience (Venkatesh & Zhang 2010). Further analysis showed that customers who 
have spent more than 48 months with their service provider require less effort and 
become more familiar with the mobile products and services; therefore, these 
customers are more loyal to their mobile service providers. The result is consistent 
with previous studies by Sair and Danish (2018) and Venkatesh et al. (2012) 
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H19: Experience (length of usage) moderates the association between social 
influence and customer loyalty in using mobile telecommunications products 
and services. 
Hypothesis H19 was supported, as the results showed a positive significant p < 0.05 
value. This finding aligns with the previous studies by Venkatesh et al. (2003), Davis 
et al. (1989), Venkatesh et al. (2012) and Mansoori et al. (2018), which considered 
user experience a possible moderator for using products through social influence. This 
result consequently shows that prior customer experience can magnify the effect of 
social interaction between the customer sharing their past experiences (Owusu 
Kwateng et al. 2019). The results showed that customers with experience longer than 
48 months tend to have more ability to socially influence friends, family and peers 
about their mobile service; hence, such customers fulfil the requirement of customer 
loyalty through positive recommendations and word-of-mouth. 
H22: Experience (length of usage) moderates the association between 
performance expectancy and customer loyalty in using mobile 
telecommunications products and services. 
Hypothesis H22 was supported by the results, indicating that performance expectancy 
changes depending on the level of experience that an individual possesses in using a 
mobile product or service. The findings align with the previous studies by Venkatesh 
et al. (2012) and Venkatesh and Zhang (2010). Table 7.3 indicates that performance 
expectancy is moderated by the experience of customers who have used a mobile 
service for less than 12 months and greater than 48 months. Therefore, the results are 
not contradictory to what was expected and show that this interaction does matter, as 
suggested by the literature. 
H25: Experience (length of usage) moderates the association between 
hedonic motivation and customer loyalty in using mobile telecommunications 
products and services. 
The results for hypothesis H25 showed a non-significant outcome, with a p > 0.05 
value. However, further analysis showed that the HM path coefficient was significant 
for experience greater than 48 months. This could be because the customer tests the 
mobile product or service and takes time to grow accustomed to the particular mobile 
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product. With increasing experience, customers have more opportunities to strengthen 
their hedonic motivation by using entertaining features of services, such as mobile 
data streaming and voice over internet protocol calls using mobile applications, such 
as Viber, WhatsApp and Facebook Messenger (Kim & Malhotra 2005). 
H28: Experience (length of usage) moderates the association between habit 
and customer loyalty in using mobile telecommunications products and 
services. 
This hypothesis was not supported, with a p > 0.05 value. The findings of this 
hypothesis contradict previous research, which shows that habit is significant towards 
the use of behaviour (Owusu Kwateng et al. 2019). In the current study, habit was 
non-significant for customers; however, further analysis showed that the path 
coefficient for respondent experience greater than 48 months had a significant effect 
on customer loyalty in mobile telecommunications. There is a possibility that user 
experience has no effect on habit, as habit is automatic, while technology, mobile 
phones and mobile packages evolve every year. Customers may change their 
handsets and experience mobile services with their new Android or iPhone handset; 
hence, because of this change, there would be no effect on their habit of using the 
current mobile service provider. It also depends on the technology that their mobile 
phone supports, such as 3G, LTE, 4G and 5G, which could affect user behaviour 
towards a mobile product or service. The results of this hypothesis are consistent with 
those of a previous study by Chang et al. (2019). 
Table 7.4 Summary of Proposed Hypotheses 
H# Hypothesis Result 
H1 A positive significant association exists between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
Supported 
H2 A positive significant association exists between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H3 A positive significant association exists between social influence and 
customer loyalty in using mobile telecommunications products and services. 
Supported 
H4 A positive significant association exists between performance expectancy 
and customer loyalty in using mobile telecommunications products and 
services. 
Supported 
H5 A positive significant association exists between customer experience and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H6 A positive significant association exists between customer satisfaction and 
customer loyalty in using mobile telecommunications products and services. 
Supported 
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H7 A positive significant association exists between the customer experience 
and customer satisfaction in using mobile telecommunications products and 
services. 
Supported 
H8 A positive significant association exists between hedonic motivation and 
customer satisfaction in using mobile telecommunications products and 
services. 
Supported 
H9 A positive significant association exists between price value and customer 
loyalty in using mobile telecommunications products and services. 
Supported 
H10 A positive significant association exists between habit and customer loyalty 
in using mobile telecommunications products and services. 
Not 
supported 
H11 Age moderates the association between facilitating conditions and customer 
loyalty in using mobile telecommunications products and services. 
Not 
supported 
H12 Gender moderates the association between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H13 Experience (length of usage) moderates the association between facilitating 
conditions and customer loyalty in using mobile telecommunications 
products and services. 
Supported 
H14 Age moderates the association between effort expectancy and customer 
loyalty in using mobile telecommunications products and services. 
Not 
supported 
H15 Gender moderates the association between effort expectancy and customer 
loyalty in using mobile telecommunications products and services. 
Supported 
H16 Experience (length of usage) moderates the association between effort 
expectancy and customer loyalty in using mobile telecommunications 
products and services. 
Supported 
H17 Age moderates the association between social influence and customer 
loyalty in using mobile telecommunications products and services. 
Supported 
H18 Gender moderates the association between social influence and customer 
loyalty in using mobile telecommunications products and services. 
Not 
supported 
H19 Experience (length of usage) moderates the association between social 
influence and customer loyalty in using mobile telecommunications products 
and services. 
Supported 
H20 Age moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H21 Gender moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
Supported 
H22 Experience (length of usage) moderates the association between 
performance expectancy and customer loyalty in using mobile 
telecommunications products and services. 
Supported 
H23 Age moderates the association between hedonic motivation and customer 
loyalty in using mobile telecommunications products and services. 
Supported 
H24 Gender moderates the association between hedonic motivation and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H25 Experience (length of usage) moderates the association between hedonic 
motivation and customer loyalty in using mobile telecommunications 
products and services. 
Not 
supported 
H26 Age moderates the association between habit and customer loyalty in using 
mobile telecommunications products and services. 
Supported 
H27 Gender moderates the association between habit and customer loyalty in 
using mobile telecommunications products and services. 
Not 
supported 
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H28 Experience (length of usage) moderates the association between habit and 
customer loyalty in using mobile telecommunications products and services. 
Not 
supported 
H29 Age moderates the association between price value and customer loyalty in 
using mobile telecommunications products and services. 
Supported 
H30 Gender moderates the association between price value and customer 
loyalty in using mobile telecommunications products and services. 
Not 
supported 
7.3 Conclusion 
This chapter has discussed the research findings; interpreted the outcomes from the 
data analysis; compared the results with those of previous similar research in the field 
of IS, marketing and consumer behaviour; and included the data analyses outcomes. 
This chapter has discussed the direct effect between the independent variables and 
customer loyalty, and measured the indirect relationship between the independent 
variables and customer loyalty in the presence of the moderating variables of age, 
gender and experience. Overall, the generated outcomes were found to agree with the 
majority of findings from previous key studies (Ajzen 1991; Venkatesh et al. 2003; 
Venkatesh et al. 2012; Venkatesh & Zhang 2010). The research indicated that 
facilitating conditions, social influence, performance expectancy, customer 
satisfaction, hedonic motivation and price value had a positive influence on customer 
loyalty towards mobile telecommunications products and services. Moreover, 
customer experience had a positive effect on customer loyalty. However, effort 
expectancy and habit did not affect customer loyalty in this study. 
This research mainly validated the research model for customer loyalty towards mobile 
telecommunications products and services in Australia, which indicated that one 
interconnected construct (customer satisfaction) had both a dependent variable and 
independent variable at the same time. Customers’ overall satisfaction levels are 
determined directly by the factor of customer experience, as customer experience 
significantly influenced customer satisfaction. Therefore, service providers must work 
towards improving the total customer experience that they provide in terms of service 
quality, network performance, billing accuracy, customer privacy, comprehensive 
information about goods and services, and customer care. Mobile service providers 
need to ensure that they receive positive word-of-mouth, recommendations and 
customer intention to continue using their products and services.  
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Given that some of the hypotheses were not supported, these findings suggest that 
further research is needed to determine the degree to which the theoretical framework 
research model precisely captures the direct and indirect antecedents of consumer 
loyalty. In particular, the results revealed that increased effort expectancy does not 
result in increased customer loyalty. Customer loyalty helps maintain the long-term 
relationship between a customer and mobile service provider. It remains to be noted 
that mobile telecommunications businesses with high levels of customer satisfaction 
should reward customers with extra offers and educate them about the importance of 
using their mobile products and service. Telecommunications businesses may gain 
extensive competitive advantage by learning how to nurture long-term relationships 
with their customers to maintain customer loyalty, and how to boost trust in those 
customers who intend to continue purchasing mobile products and services from them 
over the long term. 
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Chapter 8: Conclusion 
8.1 Overview of Chapter 8 
Chapter 7 examined the main findings of this questionnaire-based survey, which 
largely answered the proposed research questions: 
• Which factors influence customer loyalty in the Australian mobile 
telecommunications sector? 
• To what extent do these factors affect customer loyalty? 
• What are the influences of age, gender and length of experience as moderating 
factors between the antecedents and dependent variable in the UTAUT2 
model? 
In this study, quantitative analysis was conducted to investigate customer loyalty 
towards mobile telecommunications products and services in Australia. The statistical 
analysis focused on analysing the fundamental concepts of the research model—that 
is, if mobile telecommunications customers continue using mobile products and 
services, they will recommend the products and services through positive word-of-
mouth and build a psychological affiliation with their service providers. This focus 
guided the development of a conceptual framework for the factors affecting consumer 
loyalty in the mobile telecommunications sector in Australia, built on a review of the 
related literature. Using PLS-PM analysis, the proposed conceptual framework was 
examined and validated using survey data collected from Australian mobile 
telecommunications customers to confirm the critical factors related to consumer 
loyalty in the context of mobile telecommunications products and services. The 
findings from the SEM analysis confirmed and validated the overall research findings. 
This closing chapter provides an overview of this study and its contribution to the 
mobile telecommunications industry and literature. It also discusses the limitations of 
this research and possible future directions. 
This chapter first discusses an overview of the research and the research questions. 
It then presents a general reflection on this research in the field of mobile 
telecommunications research. Finally, the chapter discusses the contributions (both 
practical and theoretical) of the research, the research limitations, and further 
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opportunities for future research in related areas. It then presents the study’s closing 
remarks. 
8.2 Research Overview 
Mobile telecommunications products and services are provided by service providers 
through radio frequency mobile technologies, such as 3G, 4G, LTE and 5G (Hanlon 
2019). Customers who face technical, administrative, billing, contractual, service and 
customer care issues initially contact their service providers. If the issue is not 
resolved, the customers have further options to lodge their complaint with the TIO in 
Australia. Telecommunication services—including voice, data and internet services—
have been facilitated through the adoption of telecommunications mobile bundle 
products, such as iPhone, dongle, data devices, iPad and Android handsets. Mobile 
telecommunications services have an effect on customer satisfaction and customer 
loyalty. 
In the context of telecommunications, this study demonstrated that the main 
motivations for customer loyalty towards mobile telecommunications products and 
services in Australia are facilitating conditions, social influence, performance 
expectancy, customer satisfaction, customer experience, hedonic motivation and price 
value. The applicability of the UTAUT2 model was confirmed in the context of the 
current study, with an extension with two new variables. Further, the individual 
differences basedgender, age and length of user experience responded differently. 
This study provides insight into the antecedents and barriers to customer loyalty in the 
telecommunications context. The reasons that the other UTAUT2 model extension 
constructs of effort expectancy, customer experience and habit were not significant in 
affecting customers’ loyalty towards mobile telecommunications products and services 
must be addressed by engaging more in mobile telecommunications products and 
services sensitisation program with mobile telecommunication customers. 
Customer loyalty is an essential component of every business that helps customer 
retention, and retained customers help business revenue gain. To achieve this current 
research purpose, this study integrated two new constructs in the UTAUT framework: 
customer satisfaction and customer experience. The findings revealed that the three 
factors (i.e., effort expectancy, customer experience and habit) were not statistically 
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significant, as discussed previously. The proposed model explained 69.4 per cent 
variance in customer loyalty and 56.6 per cent variance in customer satisfaction. When 
the indicated three variables of effort expectancy, customer experience and habit were 
removed from the model, the variance explained by the model was reduced to 56.4 
per cent. Therefore, the higher variance described by the model and the statistically 
significant results—particularly for the factors related to mobile products or service 
usage (effort expectancy, habit and customer experience)—suggest the viability of the 
model for business decision makers and plan implementation groups within 
organisations. 
In this thesis, the researcher argued that the popularity of mobile products and 
services depends largely and critically on customers’ satisfaction with their experience 
and continuing use of mobile products and service through recommendations and 
positive word-of-mouth. Despite the rapid growth of customers in the mobile 
telecommunications sector because of the increase in mobile user base and 
population, there are some challenges raised by problems related to the customer 
mobile service experience and complaints, as indicated in the (TIO 2017) reports. 
The adoption of mobile products and services by customers is considered critical in 
the quest to provide a wide range of socioeconomic benefits to consumers and service 
provider companies. In the past, many studies have investigated ICT and 
telecommunications, but researchers’ focus was more on the adoption of technology 
or a particular service (Amin et al. 2012; Aydin & Ozer 2005; Bahri-Ammari & Bilgihan 
2019; Saroha & Diwan 2017; Wu et al. 2008). Unfortunately, there is no functional 
model to ensure successful adoption of mobile telecommunications products and 
services that leads to customer loyalty (Saroha & Diwan 2019). To fill this gap, this 
empirical research survey, grounded on the UTAUT2 model developed by Venkatesh 
et al. (2012), aimed to develop an improved theoretical framework for behavioural 
acceptance leading to customer loyalty in the mobile telecommunications sector in 
Australia. This research modified the original UTAUT2 model for behavioural intention, 
extending it theoretically by incorporating the concept of customer loyalty towards 
mobile telecommunications products and services in Australia. 
To test this model, a questionnaire containing 64 questions was sent to 1,985 
respondents, with a response rate of 19.34 per cent. The findings from this quantitative 
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study overall significantly validated the conceptual model proposed here, within the 
context of Australian mobile telecommunications products and services. The key 
independent variables concerned the behaviour associated with customer loyalty and 
customer satisfaction with using the mobile products and services, as discussed in 
Chapter 7. Thus, customer satisfaction is considered the most import factor for 
sustaining customer loyalty. 
8.3 Dissertation Overview 
This section provides an overview of the eight chapters that constitute the body of this 
thesis. 
Chapter 1 provided a preface that introduced this study’s main issues, topical theme, 
aims, objectives, research questions and research rationale, as well as the constructs 
of the planned model and a brief overview of the variables involved. In addition, this 
chapter discussed the study’s potential theoretical contributions and defined the main 
attributes that were guided by scholarly resources to the relevant theme of this study. 
Chapter 2 considered customer loyalty and the factors affecting customer behavioural 
intention in the context of mobile telecommunications products and services. This 
chapter described all the antecedents involved in influencing customer loyalty, such 
as facilitating conditions, performance expectancy, effort expectancy, social influence, 
hedonic motivation, habit, price value, customer satisfaction and customer experience. 
This chapter documented the continued efforts of mobile service providers to provide 
the administrative, technological and better customer service for the mobile 
telecommunications products and services to end customers. 
Chapter 3 developed the theoretical framework with key theories and models that deal 
with the acceptance of technology and adoption of a technological paradigm. The 
chapter reviewed a number of theories and developed the theoretical framework for 
this study using the UTAUT2 model combined with marketing-mix theory. Further, the 
theory for this study was contextualised in the telecommunications scenario by 
modifying the dependent variable of customer loyalty. This chapter also presented the 
proposed hypotheses that directed the investigation of the effects of the nine 
independent variables (facilitating conditions, performance expectancy, effort 
expectancy, social influence, hedonic motivation, habit, price value, customer 
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satisfaction and customer experience) and related moderators. The UTAUT2 model 
was found to be the most suitable for investigating the customer loyalty of Australian 
mobile telecommunications customers, and this chapter discussed the modified 
version of the model that was used for this study. 
Chapter 4 was concerned with the research methodology that was employed for this 
study. It provided a background to the research’s philosophical foundation. This 
chapter focused on the methodology, including data collection, sampling techniques, 
sample size, response rate, common method bias and ethics issues. 
Chapter 5 was based on the research instrument and development, and dealt with the 
questionnaire design and scale, pre-test, pilot test and item screening. This chapter 
emphasised the reliability and item content validity. The questionnaires were adopted 
and modified to the context of this study. The pre-test and pilot study were undertaken 
for item purification and were modified for error reduction. 
Chapter 6 presented the results and findings that were obtained from the quantitative 
research analysis of the collected data from the online survey. The data screening was 
undertaken in this chapter, followed by descriptive analysis. PLS-PM analysis tests 
were undertaken for hypotheses H1 to H10 (concerning facilitating conditions, 
performance expectancy, effort expectancy, social influence, hedonic motivation, 
habit, price value, customer satisfaction and customer experience) against the 
dependent variable of customer loyalty. The moderators of age, gender and 
experience were tested to reveal how they moderated the effect of the independent 
variables and customer loyalty (dependent variable). In addition, multi-regression 
analysis using PLS-PM was undertaken to test the moderating relationship for 
hypotheses H11 to H30. 
Chapter 7 discussed and explained the findings of the research data analysis, and 
compared these results with previous studies in the field of IS, telecommunications 
and mobile services. Overall, the results generated in this research were found to be 
consistent with previous studies (Brown & Venkatesh 2005; Escobar-Rodríguez & 
Carvajal-Trujillo 2013; Venkatesh et al. 2003; Venkatesh et al. 2012, 2016; Venkatesh 
& Zhang 2010), although some noteworthy differences were revealed, and appropriate 
justification was furnished. The moderators were further classified into smaller groups 
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using MGA. The data from the demographic questionnaire were used for the MGA. 
The findings were appropriately justified through the literature of previous studies. 
The current Chapter 8 provides a research overview, revisits the research questions, 
and presents relevant recommendations to alleviate the drawbacks of the existing 
mobile telecommunications products and services. It also suggests further research 
avenues to improve and sustain customer loyalty in the field of mobile 
telecommunications products and services. 
This current research emphasis on mobile telecommunications products and services 
customer loyalty issues. Chapter 1 presented an introduction, research background, 
brief literature review and research rational. Moreover, Chapter 1 emphasised the 
objectives and research questions. From the extensive literature review in Chapters 
2, 3 and 4, this research found that it was possible to demonstrate, evaluate and 
assess the customer loyalty of mobile telecommunications customers by employing 
IS, marketing and behavioural theories. In Chapter 3, the evolution of previous 
theories, from TRA to UTAUT2, were reviewed, regarding the factors from customers’ 
perspective towards the continuity of service in mobile telecommunications and IS 
context, it is possible to define customer loyalty via variables such as habit, hedonic 
motivation, price value, facilitating conditions, effort expectancy, social influence, 
customer experience, customer satisfaction and performance expectancy. The 
theoretical framework was supported by marketing-mix factors and confirmation 
expectation theory. The development of research instruments to measure customer 
loyalty was theoretically based on IS, IT, telecommunications field and support, with a 
core focus on mobile telecommunications services, as described through the proposed 
customer loyalty UTAUT2 extension framework. The main problem faced by 
customers when using mobile services—in terms of customer experience, customer 
satisfaction, networks, customer support, service quality, price value and social 
influence and so on—directed and led to the formulation of a proposed research model 
based on the TAM, with support from the marketing-mix theory and confirmation 
expectation theory. The factors in this model were hypothesised to influence customer 
loyalty, which was the dependent variable (endogenous latent variable). Of nine 
factors, only six factors affected customer loyalty in this study. These six factors were 
facilitating conditions, social influence, habit, effort expectancy, performance 
expectancy, hedonic motivation and price value. Customer experience was captured 
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through customer satisfaction, and had no effect on customer loyalty in this study. FC, 
SI, HM and PV had strong significance in affecting customer loyalty in the mobile 
telecommunications context. This research was completed effectively through a clear 
research problem within the scope of the research aims and objectives, a reliable 
literature review, the application of a reliable research method, an appropriate 
approach to conduct data collection, and detailed data analysis. 
8.4 Research Questions Revisited and Discussions 
The findings of this research are assessed by answering the research questions 
drafted in Chapter 1, and linking the relationship between IS measures and CL 
(customer loyalty) measures, as follows. 
8.4.1 Which factors influence customer loyalty in the Australian mobile 
telecommunications sector? 
The nine hypotheses directly related to this research question were as follows: 
• H1: A positive significant association exists between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
• H2: A positive significant association exists between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
• H3: A positive significant association exists between social influence and 
customer loyalty in using mobile telecommunications products and services. 
• H4: A positive significant association exists between performance expectancy 
and customer loyalty in using mobile telecommunications products and 
services. 
• H5: A positive significant association exists between customer experience and 
customer loyalty in using mobile telecommunications products and services. 
• H6: A positive significant association exists between customer satisfaction and 
customer loyalty in using mobile telecommunications products and services. 
• H8: A positive significant association exists between hedonic motivation and 
customer satisfaction in using mobile telecommunications products and 
services. 
• H9: A positive significant association exists between price value and customer 
loyalty in using mobile telecommunications products and services. 
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• H10: A positive significant association exists between habit and customer 
loyalty in using mobile telecommunications products and services. 
Based on the strength of the relationship, the six main predictors were facilitating 
conditions, social influence, performance expectancy, customer satisfaction, hedonic 
motivation and price value. Of these nine hypotheses, six hypotheses were supported 
by the PLS regression, as discussed in Chapters 6 and 7. This indicates that the key 
factors affecting customer loyalty towards mobile telecommunications products and 
services are facilitating conditions, social influence, performance expectancy, 
customer satisfaction, hedonic motivation and price value. In particular, customer 
satisfaction, facilitating conditions, hedonic motivation and performance expectancy 
have the strongest direct influence, suggesting that these are the most important 
factors affecting customer loyalty. The results also showed that social influence and 
price value have a positive effect on customer loyalty; therefore, they have a positive 
direct effect on customer loyalty. Specifically, the results showed that customer 
experience has strong effects on customer satisfaction. Finally, the results showed 
that customer loyalty and the independent variable relationships were strongly affected 
by the moderators of age (SI*age, HM*age, PV*age and HT*age), gender (effort 
expectancy*gender and PE*gender) and experience (SI*exp, FC*exp, EE*exp and 
PE*exp).  
According to the research framework proposed, the constructs under study are directly 
related to customer behavioural intention (Venkatesh et al. 2003; Venkatesh et al. 
2012, 2016; Venkatesh & Zhang 2010). The moderating effect importance is 
highlighted with the identification of a gap in the literature for the moderating variable 
age by Venkatesh et al. (2016). A recent study emphasised the importance of 
moderating effects and age have received relatively less intention in previous literature 
(Dwivedi et al. 2017, 2019; Tarhini et al. 2014). In addition, through thorough empirical 
testing and analysis of demographics, this study explored age, gender and experience 
as moderators in this research’s theoretical framework. The results support the 
findings of Venkatesh et al. (2012) and Venkatesh et al. (2003) that it is essential to 
include moderators to attain a complete understanding of the functionality of models 
of technology acceptance fit in different contexts. In this study, the UTAUT2 model 
was contextualised in the context of customer loyalty towards mobile 
telecommunications products and services in Australia for develoment of the 
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theoretical framework for the current research. The findings suggested that customer 
satisfaction has a statistically significant effect on customer loyalty towards mobile 
telecommunications products and service. This is also consistent with previous studies 
(Almarashdeh 2016; Arain et al. 2019). 
8.4.2 To what extent do these factors affect customer loyalty? 
The 10 hypotheses directly related to this research question were discussed in the 
previous section. This question addressed the strength and effectiveness of these 
variables in this current study. This research demonstrated that CL could be evaluated 
through the antecedents described in Chapters 2, 3, 5 and 6. These factors were 
expected to affect customer loyalty in mobile telecommunications service in Australia. 
From the framework, IS, behavioural and marketing theories were employed, and nine 
constructs were developed that were expected to influence customer loyalty. These 
constructs were described as independent variables or exogenous variables, and 
included PE, EE, FC, SI, CS, HT, HM, CE and PV. Overall, customer attitudinal 
behavioural intention was defined through one endogenous variable—customer 
loyalty. The findings from the descriptive statistics, PLS-PM analysis and criteria of the 
quality model evidenced that customer loyalty leads to customer intention to remain 
loyal to a mobile telecommunications service. Additionally, the findings indicated that 
the effect size of the independent variables was moderate in terms of explaining the 
variance for customer loyalty. Further, the findings showed that price value, hedonic 
motivation, facilitating conditions, social influence, performance expectancy and 
customer satisfaction were strongly significant in affecting customer loyalty in the 
mobile telecommunications service context in Australia. However, the hedonic 
motivation, habit, price value and social influence relationships with customer loyalty 
were moderated by the moderating variable of age. In addition, the effort expectancy 
and performance expectancy relationships with customer loyalty were moderated by 
the moderating factor of gender. Similarly, the effort expectancy, facilitating conditions, 
social influence and performance expectancy relationships with customer loyalty were 
strongly moderated by the length of customer experience in using the mobile service. 
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8.4.3 What are the influences of age, gender and length of experience as 
moderating factors between the antecedents and dependent variable in the 
UTAUT2 model? 
The 20 hypotheses from H11 to H30 directly related to this research question were as 
follows: 
• H11: Age moderates the association between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
• H12: Gender moderates the association between facilitating conditions and 
customer loyalty in using mobile telecommunications products and services. 
• H13: Experience (length of usage) moderates the association between 
facilitating conditions and customer loyalty in using mobile telecommunications 
products and services. 
• H14: Age moderates the association between effort expectancy and customer 
loyalty in using mobile telecommunications products and services. 
• H15: Gender moderates the association between effort expectancy and 
customer loyalty in using mobile telecommunications products and services. 
• H16: Experience (length of usage) moderates the association between effort 
expectancy and customer loyalty in using mobile telecommunications products 
and services. 
• H17: Age moderates the association between social influence and customer 
loyalty in using mobile telecommunications products and services. 
• H18: Gender moderates the association between social influence and customer 
loyalty in using mobile telecommunications products and services. 
• H19: Experience (length of usage) moderates the association between social 
influence and customer loyalty in using mobile telecommunications products 
and services. 
• H20: Age moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
• H21: Gender moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
• H22: Gender moderates the association between performance expectancy and 
customer loyalty in using mobile telecommunications products and services. 
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• H23: Age moderates the association between hedonic motivation and customer 
loyalty in using mobile telecommunications products and services. 
• H24: Gender moderates the association between hedonic motivation and 
customer loyalty in using mobile telecommunications products and services. 
• H25: Experience (length of usage) moderates the association between hedonic 
motivation and customer loyalty in using mobile telecommunications products 
and services. 
• H26: Age moderates the association between habit and customer loyalty in 
using mobile telecommunications products and services. 
• H27: Gender moderates the association between habit and customer loyalty in 
using mobile telecommunications products and services. 
• H28: Experience (length of usage) moderates the association between habit 
and customer loyalty in using mobile telecommunications products and 
services. 
• H29: Age moderates the association between price value and customer loyalty 
in using mobile telecommunications products and services. 
• H30: Gender moderates the association between price value and customer 
loyalty in using mobile telecommunications products and services. 
Hypotheses 13, 15, 16, 17, 19, 21, 22, 23, 26 and 29 were supported by the PLS 
regression, while hypotheses 11, 12, 14, 18, 20, 24, 25, 27, 28 and 30 were not 
supported. Therefore, this research indicates that the social influence, hedonic 
motivation, price value and habit relationships with customer loyalty were significantly 
influenced by the moderating factor of age. Similarly, the relationships of the 
independent variables of effort expectancy and performance expectancy with 
customer loyalty were moderated by gender. In addition, social influence, facilitating 
conditions, effort expectancy and performance expectancy relationships with 
customer loyalty were influenced positively by length of experience. Further analysis 
including MGA described the further behaviour of the population, as explored in the 
discussion chapter. The MGA results further divided the population into male and 
female, and the results indicated that female customers were more inclined towards 
the customer perception of applying more effort in learning new technologies and 
service providers’ products and services than were the male customers. Similarly, 
facilitating conditions was more important for female users of mobile products and 
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services users than for male users. In addition, performance expectancy was essential 
for male customers, rather than for female customers, as male customers would use 
it for work, study and business, and network performance might play an important role 
in their daily life. 
Similarly, factors such as social influence were found to be essential for young 
customers to develop a positive user perception about a service, and price value was 
an important factor for the middle to old age groups. Likewise, habit was important for 
young customers, as playing mobile phone game applications and data streaming 
cause them to become addicted to mobile products and services. Moreover, hedonic 
motivation was equally important for both young and old age groups in this study. 
Length of experience was considered an important moderator by past studies to gain 
product and service experience (Almarashdeh 2016; Owusu Kwateng et al. 2019). In 
this study, effort expectancy and facilitating conditions were moderated by the length 
of experience for customers with more than 48 months of experience. performance 
expectancy was moderated by length of experience for customers with less than 12 
months and more than 48 months of experience. The social influence relationship with 
customer loyalty was moderated by customers with more than 48 months of 
experience. 
8.5 General Reflection 
The research questions for this study were associated with determining the major 
predecessors of customer loyalty and obtaining insights to the nature of the 
relationship between these predecessors and customers. In the research framework 
used for this research (Figure 3.3), the following relationships were identified: 
1. Facilitating conditions, effort expectancy, social influence and performance 
expectancy lead to customer loyalty. 
2. Customer satisfaction, customer experience, hedonic motivation, habit and 
price value are associated with customer loyalty. 
3. Customer experience is associated with customer loyalty. 
4. The relationships of facilitating conditions, effort expectancy, social influence, 
performance expectancy, habit, hedonic motivation and price value with 
customer loyalty are moderated by age. 
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5. The relationships of facilitating conditions, effort expectancy, social influence, 
performance expectancy, habit, hedonic motivation and price value with 
customer loyalty are influenced by the moderating factor of gender. 
6. The relationships of facilitating conditions, effort expectancy, social influence, 
performance expectancy, habit, hedonic motivation and price value with 
customer loyalty are influenced by the moderating factor of length of 
experience. 
These relationships were developed by the 30 hypotheses articulated. Testing these 
hypotheses was the main objective of the research methodology used in this study. 
The direct relationships of effort expectancy, habit and customer experience with 
customer loyalty were not supported by the findings of this study. Overall, the findings 
of other researchers are consistent with the validated hypotheses, although there were 
some disagreements with respect to hypotheses not supported by the current study. 
The findings of this study yielded a modified model in which customer loyalty was only 
affected by facilitating conditions, performance expectancy, social influence, customer 
satisfaction, price value and hedonic motivation. The literature review presented 
sufficient relevant literature to support the proposed hypotheses, even though not each 
detailed relationship in the framework or in the variables of relationships was 
conversed because of the lack of work directly addressing the relationships of factors 
with customer experience in the mobile telecommunications context. 
Although customer experience, effort expectancy and habit are an essential concern 
of customer loyalty, they were not significantly associated with customer loyalty in this 
study; however, this does not necessarily mean that customers are willing to invest 
less effort to understand new mobile products and services that offer mobile 
applications, banking, mobile streaming and voice over internet protocol applications. 
In previous studies, long-term mobile product and service usage were shown to affect 
behavioural intention through the use of technology according to the nature and type 
of interactions with mobile products and services performed by customers from 
different service providers. Contemplating the significance of these three factors, it is 
necessary to reassess their role in customer loyalty through future research. 
After the data analysis, the effort expectancy, habit and customer experience 
relationships with customer loyalty were not supported. Therefore, the model variables 
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that were supported by the data included the facilitating conditions, social influence, 
price value, hedonic motivation, customer satisfaction and performance expectancy 
and relationships with customer loyalty. For the other variables of effort expectancy, 
habit and customer experience, the data did not support the framework. 
8.6 Practical Contributions and Implications of Research 
The results from this research have implications for practical issues, such as 
presenting a framework to design personalised mobile services, developing marketing 
and business plans, and including a customer loyalty framework in business models. 
This research contributes to the customer loyalty literature by supplying a customer 
loyalty framework that helps explain the factors affecting customer loyalty, using the 
UTAUT2 model discussed in the literature and marketing-mix theory. This contribution 
will help mobile telecommunications businesses achieve increased performance, 
revenues, market share and competitive advantage by implementing the customer 
loyalty model in their business practices. The model is also anticipated to aid mobile 
telecommunications service providers’ business as they develop marketing, financial 
and business strategies each quarter to achieve improved mobile telecommunications 
customer requirements, which may lead to higher customer satisfaction and definitive 
business growth. 
Given the nature of the UTAUT2 model, the adoption and modification of the UTAUT2 
is highly required for this current and future studies because the theory has helped 
explain the phenomenon of customer behavioural intention leading to customer 
loyalty, while focusing on the factors that might specifically encourage Australian 
mobile telecommunications customers to use the mobile products and services 
provided through the mobile service providers. The UTAUT2 model is comprehensive 
because it accommodates customers’ behavioural, attitudinal and marketing 
perspectives. 
The mobile telecommunications industry is dynamic and technology evolution is not 
evitable with the passage of time. The strength of the current study is its perfect timing, 
as the revolution in mobile telecommunications technology has enabled the rapid 
evolution of the internet, data and mobile broadband services by introducing fast-
speed internet, browsing and data uploading and downloading speed, which can affect 
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customers’ decision for using mobile products and services, as indicated by current 
research performance expectancy. Network performance could affect millions of 
customers who want to use data and internet services through their mobile phones for 
e-commerce, banking and hedonic services. 
For upcoming entrepreneurs, service providers and researchers, this is a great 
opportunity that the mobile telecommunication products and service growing 
importance and its success is defined by how well the customer is kept satisfied and 
loyal. This study considered the factors influencing consumer loyalty in mobile 
telecommunications, which is highly relevant at this point in time, as these days 
everything is on customers finger tips such as banking, e-billing, e-registration and 
health services. Moreover, the findings of this research are likely to act as a road map 
for business, marketing and finance strategies, as well as mobile telecommunications 
operators and retailers who want to improve the success of their businesses. 
This study focused on expanding the body of knowledge about customer loyalty in 
Australian mobile telecommunications products and services. The Australian 
government is currently investing large sums into a national broadband project to 
expand internet services nationwide; thus, this research could guide Australian mobile 
service providers and regulators to consider the factors that help achieve a successful 
mobile telecommunications network for different demographics (different states, 
genders, ages and levels of experience). This could maximise Australian mobile 
service providers’ returns on ICT infrastructure and ongoing service provisioning 
investments. It could also help provision improved and more efficient mobile 
telecommunication services. 
Moreover, the evidence resulting from this research should advance understandings 
of Australia mobile telecommunications customers and is intended to guide mobile 
service policymakers in particular and academics in general to better implement and 
replicate, respectively, a model of customer loyalty that is academically well versed 
and based on customers' acceptance. 
Further, this study is the first of its kind in this context and it is expected that it will 
contribute to filling the gap in the literature on the evolving field of mobile 
telecommunications products and services in Australia. Based on the author’s 
knowledge, there are very few comprehensive studies available that focus on the 
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technical and behavioural perspectives of the factors that influence Australian mobile 
telecommunications customers to remain loyal to their current service providers. 
The findings of this study align with industry research; however, there is always room 
for improvement. In the industry, the NPS is measured by companies; however, the 
NPS tool measurement items and dimensions are insufficient, as there is a need to 
include other factors, such as customer experience and behavioural and attitudinal 
factors. This current modified framework from this study helped identify service quality 
and factors related to service quality that can influence customer thinking and decision 
making. 
Additionally, the findings of this study are projected to add to the existing body of 
knowledge on customer loyalty and act as a spur for future researchers to more 
intensely investigate the numerous factors that influence consumer loyalty in mobile 
telecommunications products and services in Australia. Further, this research offers 
new research opportunities for industry researchers, research and development 
groups, scholars and academics to examine the behavioural aspects influencing 
constructs, such as habit, customer experience and effort expectancy, precisely 
affecting the customer loyalty. 
Overall, this study’s model and insights can be used by market researchers, mobile 
service business development units and managers to implement and improve their 
business, operations and service plans. This research framework can be a milestone 
for telecommunications industries in retaining loyal customers and improving their 
customer base by attracting new customers from other service providers. 
8.7 Theoretical Contributions and Implications of Research 
Based on the findings in Chapter 6 and discussion in Chapter 7, some benefits in 
terms of theoretical aspects were derived from this research in relation to IS, IT and 
telecommunications research. 
The mobile customer perspective is significant to measure increased customer loyalty 
for services by improving facilitating conditions, customer satisfaction, price value, 
performance expectancy, hedonic motivation and social influence. The information 
system (IS) measures through acceptance of mobile service technology can be used 
 243 
as a factor in investigating customer loyalty for mobile service, instead of behavioural 
intention. 
Customer loyalty is a part of behavioural intention when dealing with the psychological 
aspects of mobile service, such as adaption, experience, satisfaction, 
recommendation, intention to continue and enjoyment introducing the service to 
others. The extended model included the influence of customer experience and 
customer satisfaction on customer loyalty. After the analysis, the study model was 
partially supported by the current data, while the factors of effort expectancy, customer 
experience and habit were not supported. 
The UTAUT2 model (an extension of UTAUT) provides a framework that explains why 
people use mobile phones and how antecedents of this model can influence 
behavioural intention (Venkatesh et al. 2012). As discussed above, the model is 
primarily used in exploratory studies concerning the customer and user adoption 
attitudes. Therefore, a major theoretical contribution of this study—which modified the 
UTAUT2 to suit the new context of customer loyalty—is the new extended version of 
the UTAUT2 model. This modified UTAUT2 model was designed to fit the context of 
customer loyalty in Australia for mobile telecommunications products and services. 
The study adopted 10 main hypotheses and 20 moderating hypotheses, which were 
introduced by Venkatesh et al. (2003) and Venkatesh et al. (2012). These 30 
hypotheses were incorporated in the study to examine the modified UTAUT2 model in 
the context of customer loyalty in mobile telecommunications. The UTAUT2 model 
was well suited to address this study’s identified gaps because these were affected by 
customers’ demographic characteristics. The model has 13 constructs (facilitating 
conditions, performance expectancy, social influence, effort expectancy, hedonic 
motivation, habit, customer satisfaction, customer experience, price value, age, 
gender and experience) that influence customers’ perceptions about staying loyal to 
their mobile service providers. This thesis has contributed by expanding the UTAUT2 
model to include customer satisfaction and customer experience, as both concepts 
are major components of any improvement in mobile telecommunications products 
and services (Alalwan et al. 2015; Bhatti et al. 2017b; Bhatti & Hassan 2019). 
However, after analysis, the customer experience and customer loyalty relationship 
was not supported. In addition, the UTAUT2 model suggested that this study also 
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consider the moderating role of moderating variables, such as age, gender and 
experience (Venkatesh et al. 2012, 2016). 
Although this part of the theoretical framework was not supported by the data, the 
theoretical framework provides a new direction for IS research by incorporating the 
behavioural aspect of customer experience (which includes service quality) and 
customer satisfaction. The theoretical framework is enriched by customer behavioural 
and psychological effects on customer attitudinal behavioural intention. In the field of 
marketing, marketing-mix factors have a great influence on customer decisions about 
whether to continue or discontinue a service. This framework contains the marketing 
aspects of price, place, people, promotion and so on, and considers how users behave 
with mobile service usage, and what they expect and believe about the efficiency of 
mobile services. 
This study addressed two issues including customer attitude towards mobile services 
and decision to remain loyal to service providers. This research determined customer 
loyalty using the attitudinal part of behavioural intention via a user acceptance model, 
marketing-mix theory and confirmation expectation theory, as were described 
intensively in the research design and hypotheses in Chapter 3. The findings of this 
study have implications for IS research, as it is an extension of the user acceptance 
model of mobile services. Currently, mobile telecommunication researchers are well 
established by marketing, e-commerce and performance. The evidence suggests that 
customer loyalty has become a valuable measure for mobile service provider success 
in this competitive and challenging era of technology. The inclusion of moderating 
variables and their effects on relationships has helped clarify and extend the user 
acceptance model for mobile telecommunications behavioural and IS studies. This 
framework can be a milestone for future research and can be tested with other 
geographic samples. This framework can be used in industries other than the mobile 
service industry, such as the airline, energy and automobile industries. 
8.8 Limitations 
This study’s research framework was adequate and empirically supported some of the 
relationships affecting customer loyalty; however, some theoretical and empirical 
limitations are acknowledged that may require future studies. The limitations of this 
 245 
research included lack of access to service providers’ databases, which contain 
consumer network and billing reports to investigate service quality issues at the 
service provider’s end. Lack of access to companies’ NPS systems (which help 
companies build customer loyalty and achieve growth) was also a limitation.  
Second, the lack of a literature review on customer loyalty towards mobile 
telecommunications products and services in Australia was a challenge in terms of 
having a reasonable comparative discussion. This issue was addressed by using 
industry and government TIO reports for this study. Most previously available studies 
considered behavioural intention and user adoption perspectives, and examined 
services in mobile applications, e-commerce and banking with a focus on different 
demographic users and by using different models. Nonetheless, this characteristic of 
this research highlights the uniqueness of this study in Australia and this part of the 
world.  
The third limitation is from a consumer perspective, as this study was undertaken with 
Australian users only. As, the research population was based on Australian customers 
only and it is essential that the results of this study can be generalised, and any 
business recommendations can be applied only to Australian mobile 
telecommunications customers. 
The fourth limitation relates to the methodology of this study. This research used only 
a quantitative methodology. However, future research could generate further insights 
into this study’s findings by incorporating a qualitative aspect. In particular, this would 
help more closely examine the moderating factors. 
Finally, this study was based in Australia only, and the study framework could be 
tested in other geographical locations. The study was limited to the attitudinal 
perspective of behavioural intention; thus, the research framework could be extended 
to include repurchase behaviour or customer retention. Further, user behaviour could 
also be tested by using the same framework. The research instrument for this study 
could also be used for future studies, with some modifications according to the nature 
and context of the study. 
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8.9 Future Research 
This study aimed to investigate the factors affecting customer loyalty towards mobile 
telecommunications products and services in Australia. The recognised limitations of 
this study led to the following recommendations for further research: 
• intensify the current study model by including new variables and antecedents 
of customer loyalty 
• include additional identification and exploration of hypothesised relationships 
through using other methods of investigation (qualitative and mixed method)  
• employ the conceptual model developed in this study to examine the 
demographics of other regions 
• apply the research framework in other industries, such as banking, IT, e-
commerce and healthcare 
• assess the relationships between the current study’s independent variables 
• further explore the constructs of effort expectancy, customer experience and 
habit in relation to customer loyalty, with a view to further enlightening customer 
loyalty. 
The study has answered all research questions as expected; however, it has also 
raised additional questions that should be further investigated. These questions 
include determining the customer retention towards the usage of mobile 
telecommunications products and services and it’s affect on the revenue of using 
mobile telecommunication products and service. Moreover, there is a need to extend 
this study to other regions, such as the Asia-Pacific region, New Zealand and other 
continents. Future study could also include questions related to international roaming 
experiences for business and tourist customers. The results from the moderating test 
using MGA provide insights that could be further examined, such as the finding 
indicating a difference between male and female respondents in terms of the effect of 
effort expectancy and performance expectancy. Future studies could investigate why 
this difference exists and how it affects customer loyalty towards mobile 
telecommunications products and services.  
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8.10 Concluding Remarks 
The findings of this study regarding the factors that affect customer loyalty towards 
mobile telecommunications products and services in Australia are largely consistent 
with similar previous studies. This study overall validates customer loyalty, which is 
part of behavioural intention in the modified UTAUT2 model in this kind of analysis. 
Moreover, as discussed earlier, this study found interesting deviation from the 
UTAUT2 model, and those variations were justified with appropriate explanation by 
using the relevant literature related to ICT. 
This research found that customer satisfaction, facilitating conditions, social influence, 
performance expectancy, hedonic motivation and price value are some of the 
strongest predictors of customer loyalty in the mobile telecommunications sector in 
Australia. However, effort expectancy, customer experience and habit did not 
influence customer loyalty at all in this study. Gender as a moderating factor was found 
to influence the relationships between effort expectancy and customer loyalty, and 
performance expectancy and customer loyalty, whereas the other independent 
variables and customer loyalty relationships were not affected by gender. Age as a 
moderating factor affected the relationships of the independent variables of social 
influence, hedonic motivation, price value and habit with customer loyalty, whereas 
the other independent variables’ relationships with customer loyalty were not 
influenced by the moderating factor of age. The length of experience affected the 
relationships between the independent variables (social influence, facilitating 
conditions, effort expectancy and performance expectancy) and customer loyalty, 
whereas the relationships between the other independent variables (HM, HT and PV) 
and customer loyalty were not affected by this moderator of length of experience. 
This study endeavoured to answer the research questions by examining the 
hypotheses through using data obtained from an online survey. This research was 
able to ascertain the factors that affect customer loyalty in the field of mobile 
telecommunications products and services, and was also able to add to the literature 
by determining the factors affecting customer loyalty. In addition, this study used 
quantitative methods and aimed to extend beyond behavioural intention to focus on 
the attitudinal perspectives of customers of mobile telecommunications products and 
services to investigate the factors that affect customer loyalty in Australia. It also set 
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out to investigate the nature of the relationships between different constructs that 
affect consumer loyalty. This research and its findings were able to accomplish these 
aims and more. Despite the large existing amount of research in the field of customer 
loyalty, most of the current literature focuses on customer usage patterns and 
behavioural intentions, while research on customer loyalty in mobile 
telecommunications and the customer satisfaction aspects of customer loyalty has 
been inadequate.  
The present research adds valuable findings to the field of mobile telecommunications 
products and services. Based on the insights offered by this research, Australian 
mobile telecommunications service providers and their retailers should use the 
recommendations provided in this study for mobile product and service improvement. 
Future research is required to enhance the demographics and geographical scope of 
this study to analyse whether the results are interchangeable, replicable and 
generalisable. Therefore, additional research is needed to improve the influence of 
moderating factors, such as age, gender and experience. In addition, future study is 
required to determine the influence of customer experience, effort expectancy and 
habit on customer loyalty in the context of mobile telecommunications products and 
services. 
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Appendix B: Items Before and After the Panel of Experts 
# Code Original Items 
Reworded Items after Pre-
test 
Comments 
1 EE1 
It is easy for me to become skilful at using 
mobile services such as voice and data. 
It is easy for me to 
become skilful at using 
mobile services such as 
voice and data. 
 
No 
comment 
2 EE2 
My interaction with mobile services (such 
as voice and data) is clear and 
understandable. 
My interaction with mobile 
services (such as voice 
and data) is clear and 
understandable. 
 
No 
comment 
3 EE3 
Mobile services such as voice and data 
services. 
Very difficult to use (1) or Very easy to 
use (6). 
Mobile services such as 
voice and data services. 
Very difficult to use (1) or 
Very easy to use (6). 
 
No 
comment 
4 EE4 
Mobile online billing & payment service. 
Very difficult to use (1) or Very easy to 
use (6). 
Mobile online billing & 
payment service. 
Very difficult to use (1) or 
Very easy to use (6). 
 
No 
comment 
5 EE5 
Overall, mobile services. 
Very difficult to use (1) or Very easy to 
use (6). 
Overall, mobile services. 
Very difficult to use (1) or 
Very easy to use (6). 
 
No 
comment 
6 EE6 
Mobile internet services. 
Very difficult to use (1) or Very easy to 
use (6). 
Mobile internet services. 
Very difficult to use (1) or 
Very easy to use (6). 
 
No 
comment 
7 EE7 
The terms and conditions of mobile 
services. 
1= Very difficult to understand, 6= Very 
easy to understand 
The terms and conditions 
of mobile services. 
1= Very difficult to 
understand, 6= Very easy 
to understand 
 
No 
comment 
8 PE1 
Using mobile services has saved time 
during my routine tasks. 
Using mobile services has 
saved time during my 
routine tasks. 
 
No 
comment 
9 PE2 
The mobile value-added services are 
useful in my daily routine. 
The mobile value-added 
services are useful in my 
daily routine. 
 
No 
comment 
10 PE3 
Using mobile services increases my 
productivity in daily life. 
Using mobile services 
increases my productivity 
in daily life. 
 
No 
comment 
11 PE4 
The use of mobile services will increase 
my chances to improve my overall 
performance in daily life. 
The use of mobile 
services will increase my 
chances to improve my 
overall performance in 
daily life. 
 
No 
comment 
12 PE5 
The mobile services enable me to 
accomplish tasks more quickly. 
The mobile services 
enable me to accomplish 
tasks more quickly. 
 
No 
comment 
13 PE6 
Mobile services have helped me generate 
more innovative ideas. 
Mobile services have 
helped me generate more 
innovative ideas. 
 
No 
comment 
14 CL1 
I will repurchase the mobile service 
products offered by my service provider. 
I will repurchase the 
mobile service products 
offered by my service 
provider. 
 
No 
comment 
15 CL2 
I will recommend the mobile products and 
services of my service provider to others. 
Item is dropped  
This item 
wording is 
very close 
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to another 
item CL7 
16 CL3 
I intend to continue using mobile services 
such as bundle packages (mobile phone 
and home broadband) offered by my 
service provider in the future. 
Item is dropped  
It shows 
behavioural 
intention 
rather than 
loyalty. 
17 CL4 
I plan to continue to use mobile phone 
product and services frequently.  
 I plan to continue to use 
mobile phone product and 
services frequently.  
 
No 
comment 
18 CL5 
If the price is reduced, I will be glad to use 
the mobile services of another service 
provider. 
If the price is reduced, I 
will be glad to use the 
mobile services of another 
service provider. 
 
No 
comment 
19 CL7 
I enjoy introducing my service provider's 
brand to other people. 
I enjoy introducing my 
mobile service provider's 
brand to other people. 
 
Add word 
mobile 
20 CL8 
My provider is the primary service 
provider I consider when I want mobile 
communication products and services. 
My provider is the primary 
service provider I consider 
when I want mobile 
communication products 
and services. 
 
No 
comment 
21 SI1 
My friends and friends can influence me 
in choosing the mobile data services of 
their service provider. 
My friends can influence 
me in choosing the mobile 
data services of their 
service provider. 
 
Divide this 
item into 
two as 
family and 
friends are 
separate. 
22 SI2  
My family has influenced 
when choosing the mobile 
service provider. 
 New item 
23 SI3 
Whenever I feel difficulties in investigating 
mobile products or services, I contact my 
friends to take their opinion. 
Whenever I feel difficulties 
in investigating mobile 
products or services, I 
contact my friends to get 
their opinion. 
 
Change the 
word from 
‘take’ to 
 ‘get’ 
24 SI4 
My colleagues have influenced me to 
choose the mobile service such as voice, 
data and bundle mobile broadband plans. 
My colleagues have 
influenced me to choose 
the mobile service such 
as voice, data and bundle 
mobile broadband plans. 
 
No 
comment 
25 SI5 
Social media friends have affected my 
decision to stay with my service provider. 
Social media friends have 
affected my decision to 
stay with my mobile 
service provider. 
 
Add word 
mobile 
26 SI6 
My family and friends can influence me in 
choosing the data services of their service 
provider. 
My family and friends can 
influence me in choosing 
the data services of their 
mobile service provider. 
 
Add word 
mobile 
27 FC1 
My service provider has provided 
resources such as network coverage, 
necessary to use my mobile service 
products. 
My service provider has 
provided resources such 
as network coverage, 
necessary to use my 
mobile service products. 
 
No 
comment 
28 FC2 
My service provider facilitates the 
necessary technical customer support for 
the use of their mobile phone services. 
My service provider 
facilitates the necessary 
technical customer 
support for the use of their 
mobile phone services. 
 
No 
comment 
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28 FC3 
I cannot get help from my service provider 
when I have difficulties using mobile 
services. 
I cannot get help from my 
mobile service provider 
when I have difficulties 
using mobile services. 
 
Add word 
mobile 
29 FC4 
Whenever I have encountered difficulty 
with the use of mobile service, I can use 
the information from a service provider to 
solve the problems. 
Whenever I have 
encountered difficulty with 
the use of mobile service, 
I can use the information 
from my mobile service 
provider to solve the 
problems. 
 
Add word 
mobile, 
replace 
word ‘a’ by 
‘my’. 
30 FC5 
Whenever I connected my mobile data 
service from my location, network service 
is available. 
Whenever I connected my 
mobile data service from 
my location, network 
service is available. 
 
No 
comment 
31 FC6 
Whenever I use my mobile data service 
from my location, network service is 
available. 
Whenever I use my 
mobile data service from 
my location, network 
service is available. 
 
No 
comment 
32 FC7 
Mobile broadband service connectivity 
from my home location to service 
providers’ network is: 
Mobile broadband service 
connectivity from my 
home location to mobile 
service providers’ network 
is: 
 
Add word 
mobile 
33 HM1 
New data technologies such as 
(3G/4G/LTE) in mobile service can 
increase my interest to use the mobile 
service. 
New mobile data 
technologies such as 
(3G/4G/LTE) in mobile 
service can increase my 
interest to use the mobile 
service. 
 
Add word 
mobile 
35 HM2 
Using mobile services can bring some 
recreation. -Never: Always 
Using mobile services can 
bring some recreation. -
Never: Always 
 
No 
comment 
36 HM3 
Using the mobile services of my service 
provider is:-Very boring: Very interesting 
Using the mobile services 
of my service provider is:-
Very boring: Very 
interesting 
 
No 
comment 
37 HM4 
My mobile service providers' offers are:-
Very Unappealing: Very appealing 
My mobile service 
providers' offers are:-Very 
Unappealing: Very 
appealing 
 
No 
comment 
38 HM5 
Using mobile services of my service 
provider, including voice and data is-
Boring: Interesting 
Using mobile services of 
my service provider, 
including voice and data 
is-Boring: Interesting 
 
No 
comment 
39 HM6 
Using the mobile services of my service 
provider, including voice and data is-
Tiring: Effortless 
Using the mobile services 
of my service provider, 
including voice and data 
is-Tiring: Effortless 
 
No 
comment 
40 HM7 
The mobile value-added services of a 
service provider are -Enjoyable: 
Unenjoyable 
The mobile value-added 
services of a service 
provider are -Enjoyable: 
Unenjoyable 
 
No 
comment 
41 HT1 
The use of mobile services has become 
routine for me -Always: Never 
The use of mobile 
services has become 
routine for me-Always: 
Never 
 
No 
comment 
42 HT2 
I am addicted to using mobile services 
such as voice and data-Always: Never 
I am addicted to using 
mobile services such as 
 
No 
comment 
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voice and data-Always: 
Never 
43 HT3 
I must use mobile services including 
mobile data services. -Never: Always 
I must use mobile 
services including mobile 
data services. -Never: 
Always 
 
No 
comment 
44 HT4 
I would not find hard to use the mobile 
service. -Always: Never 
I would not find hard to 
use the mobile service. -
Always: Never 
 
No 
comment 
45 HT5 
Using mobile services has become 
natural to me.-Always: Never 
Using mobile services has 
become natural to me. -
Always: Never 
 
No 
comment 
46 HT6 
Using mobile service would require 
minimum effort to use it.-Never: Always 
Using mobile service 
would require minimum 
effort to use it. -Never: 
Always 
 
No 
comment 
47 CS1 
The mobile services such as voice, data 
and broadband services that you use. 
The mobile services such 
as voice, data and 
broadband services that 
you use. 
 
No 
comment 
48 CS2 The performance of mobile services. 
The performance of 
mobile services. 
 
No 
comment 
49 CS3 
The speed of mobile phone data services 
offered by the service provider. 
The speed of mobile 
phone data services 
offered by the service 
provider. 
 
No 
comment 
50 CS4 
The accurate billing information related to 
usage by the service provider. 
The accurate billing 
information related to 
usage by the mobile 
service provider. 
 
Add word 
mobile 
51 CS5 
Overall, I am satisfied with my mobile 
service provider. 
Overall, I am satisfied with 
my mobile service 
provider. 
 
No 
comment 
52 CS6 
I received adequate required information 
for the service that I needed. 
I received adequate 
required information for 
the service that I needed. 
 
No 
comment 
53 CE1 
The employees of my service provider as 
per my experience are willing to help, 
whenever I need any assistance. 
The employees of my 
service provider as per 
my experience are willing 
to help, whenever I need 
any assistance. 
 
No 
comment 
54 CE2 
My experience with mobile services of my 
service provider is -Very bad: Very good 
My experience with 
mobile services of my 
service provider is -Very 
bad: Very good 
 
No 
comment 
55 CE3 
I will rate my experience with my previous 
service provider plan as-Very bad: Very 
good 
I will rate my experience 
with my previous service 
provider plan as-Very 
bad: Very good 
 
No 
comment 
56 CE4 
My information privacy protection 
experience as a customer is -Very less 
protected: Highly protected 
My information privacy 
protection experience as 
a customer is -Very less 
protected: Highly 
protected 
 
No 
comment 
57 CE5 
My customer care experience with my 
service provider, such as (receiving 
outage notification mess...-Stressful: 
Enjoyable 
My customer care 
experience with my 
service provider, such as 
(receiving outage 
notification messages.-
Stressful: Enjoyable 
 
No 
comment 
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58 CE6 
The mobile value-added service -Less 
than my expectation: Higher than my 
expectation 
The mobile value-added 
service -Less than my 
expectation: Higher than 
my expectation 
 
No 
comment 
59 CE7 
The quality of voice calls such as (voice 
clarity, signal strength)-Less than my 
expectation: Higher than my expectation 
The quality of voice calls 
such as (voice clarity, 
signal strength)-Less than 
my expectation: Higher 
than my expectation 
 
No 
comment 
60 CE8 
The resolution of service complaints -Less 
than my expectation: Higher than my 
expectation 
The resolution of service 
complaints -Less than my 
expectation: Higher than 
my expectation 
 
No 
comment 
61 CE9 
The reliability of data services -Less than 
my expectation: Higher than my 
expectation 
The reliability of data 
services -Less than my 
expectation: Higher than 
my expectation 
 
No 
comment 
62 PV1 
My mobile services are a good value for 
the money. 
My mobile services are a 
good value for the money. 
 
No 
comment 
63 PV2 
The service provider provides a variety of 
price plan. 
The service provider 
provides a variety of price 
plan. 
 
No 
comment 
64 PV3 
The mobile plan offered by my service 
provider is reasonably priced. 
The mobile plan offered 
by my service provider is 
reasonably priced. 
 
No 
comment 
65 PV4 
At the current price, my mobile service 
provider provides good value for a data 
bundle plan (mobile phone, broadband 
and home broadband). 
At the current price, my 
mobile service provider 
provides good value for a 
data bundle plan (mobile 
phone, broadband and 
home broadband). 
 
No 
comment 
66 PV5 
The service provider provides the 
flexibility of changing the price plan, i.e. 
plan upgrade and downgrade. 
The service provider 
provides the flexibility of 
changing the price plan, 
i.e. plan upgrade and 
downgrade. 
 
No 
comment 
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Appendix C: Items Before and After the Pilot Study 
# Code Original Items Reworded Items after Pre-test Comments 
1 EE1 
It is easy for me to become 
skilful at using mobile services 
such as voice and data. 
It is easy for me to become 
skilful at using mobile services 
such as voice, date and mobile 
broadband 
 
Add mobile 
broadband 
2 EE2 
My interaction with mobile 
services such as voice and data 
are clear and understandable. 
My interaction with mobile 
services such as voice, data 
and mobile broadband is clear 
and understandable. 
 
Add mobile 
broadband 
3 EE3 
Mobile services such as voice 
and data services. 
Very difficult to use (1) or Very 
easy to use (6). 
The mobile services such as 
voice and data services. 
Very difficult to use (1) or Very 
easy to use (6). 
 
Add the 
article ‘The” 
4 PV2 
The service provider provides a 
variety of price plan. 
The service provider provides 
a variety of product price plan. 
 
Add 
keyword 
product 
5 EE5 
Overall, mobile services. 
Very difficult to use (1) or Very 
easy to use (6). 
Overall, mobile services 
including voice, data and 
broadband. 
Very difficult to use (1) or Very 
easy to use (6). 
 
Include 
word voice, 
data and 
broadband 
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Appendix D: Final List of the Items 
# Code Reworded Items after Pre-test 
1 EE1 
It is easy for me to become skilful at using mobile services such as voice, date and 
mobile broadband  
2 EE2 
My interaction with mobile services such as voice, data and mobile broadband is 
clear and understandable. 
3 EE3 
The mobile services such as voice and data services. 
Very difficult to use (1) or Very easy to use (6). 
4 EE4 
Mobile online billing & payment service. 
Very difficult to use (1) or Very easy to use (6). 
5 EE5 
Mobile internet services. 
Very difficult to use (1) or Very easy to use (6). 
6 EE6 
Overall, mobile services including voice, data and broadband. 
Very difficult to use (1) or Very easy to use (6). 
7 EE7 
The terms and conditions of mobile services. 
1= Very difficult to understand, 6= Very easy to understand 
8 PE1 Using mobile services has saved time during my routine tasks. 
9 PE2 The mobile value-added services are useful in my daily routine. 
10 PE3 Using mobile services increases my productivity in daily life. 
11 PE4 
The use of mobile services will increase my chances to improve my overall 
performance in daily life. 
12 PE5 The mobile services enable me to accomplish tasks more quickly. 
13 PE6 Mobile services have helped me generate more innovative ideas. 
14 CL1 I will repurchase the mobile service products offered by my service provider. 
15 CL2 I plan to continue to use mobile phone product and services frequently.  
16 CL3 
If the price is reduced, I will be glad to use the mobile services of another service 
provider. 
17 CL4 I enjoy introducing my mobile service provider's brand to other people. 
18 CL5 
My provider is the primary service provider I consider when I want mobile 
communication products and services. 
19 SI1 
My friends can influence me in choosing the mobile data services of their service 
provider. 
20 SI2 My family has influenced when choosing the mobile service provider. 
21 SI3 
Whenever I feel difficulties in investigating mobile products or services, I contact my 
friends to get their opinion. 
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22 SI4 
My colleagues have influenced me to choose the mobile service such as voice, data 
and bundle mobile broadband plans. 
23 SI5 
Social media friends have affected my decision to stay with my mobile service 
provider. 
24 SI6 
My family and friends can influence me in choosing the data services of their mobile 
service provider. 
25 FC1 
My service provider has provided resources such as network coverage, necessary to 
use my mobile service products. 
26 FC2 
My service provider facilitates the necessary technical customer support for the use 
of their mobile phone services. 
27 FC3 
I cannot get help from my mobile service provider when I have difficulties using 
mobile services. 
28 FC4 
Whenever I have encountered difficulty with the use of mobile service, I can use the 
information from my mobile service provider to solve the problems. 
29 FC5 
Whenever I connected my mobile data service from my location, network service is 
available. 
30 FC6 
Whenever I use my mobile data service from my location, network service is 
available. 
31 FC7 
Mobile broadband service connectivity from my home location to mobile service 
providers’ network is: 
32 HM1 
New mobile data technologies such as (3G/4G/LTE) in mobile service can increase 
my interest to use the mobile service. 
33 HM2 Using mobile services can bring some recreation. -Never: Always 
34 HM3 Using the mobile services of my service provider is: - Very boring: Very interesting 
35 HM4 My mobile service providers' offers are: - Very Unappealing: Very appealing 
36 HM5 
Using mobile services of my service provider, including voice and data is-Boring: 
Interesting 
37 HM6 
Using the mobile services of my service provider, including voice and data is-Tiring: 
Effortless 
38 HM7 The mobile value-added services of a service provider are -Enjoyable: Unenjoyable 
39 HT1 The use of mobile services has become routine for me. -Always: Never 
40 HT2 I am addicted to using mobile services such as voice and data-Always: Never 
41 HT3 I must use mobile services including mobile data services. -Never: Always 
42 HT4 I would not find hard to use the mobile service. -Always: Never 
43 HT5 Using mobile services has become natural to me. -Always: Never 
44 HT6 Using mobile service would require minimum effort to use it. -Never: Always 
45 CS1 The mobile services such as voice, data and broadband services that you use. 
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46 CS2 The performance of mobile services. 
47 CS3 The speed of mobile phone data services offered by the service provider. 
48 CS4 The accurate billing information related to usage by the mobile service provider. 
49 CS5 Overall, I am satisfied with my mobile service provider. 
50 CS6 I received adequate required information for the service that I needed. 
51 CE1 
The employees of my service provider as per my experience are willing to help, 
whenever I need any assistance. 
52 CE2 My experience with mobile services of my service provider is. -Very bad: Very good 
53 CE3 
I will rate my experience with my previous service provider plan as-Very bad: Very 
good 
54 CE4 
My information privacy protection experience as a customer is -Very less protected: 
Highly protected 
55 CE5 
My customer care experience with my service provider, such as (receiving outage 
notification messages) -Stressful: Enjoyable 
56 CE6 
The mobile value-added service -Less than my expectation: Higher than my 
expectation 
57 CE7 
The quality of voice calls such as (voice clarity, signal strength)-Less than my 
expectation: Higher than my expectation 
58 CE8 
The resolution of service complaints -Less than my expectation: Higher than my 
expectation 
59 CE9 
The reliability of data services -Less than my expectation: Higher than my 
expectation 
60 PV1 My mobile services are a good value for the money. 
61 PV2 The service provider provides a variety of product price plan. 
62 PV3 The mobile plan offered by my service provider is reasonably priced. 
63 PV4 
At the current price, my mobile service provider provides good value for a data 
bundle plan (mobile phone, broadband and home broadband). 
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Appendix E: Research Questionnaire 
 
Title of research: Investigating Factors Impacting Customers’ Loyalty in Mobile 
Telecommunication Products and Services in Australia 
 
  
Dear Participant, 
I am a PhD student at the School of Business, IT and Logistics at RMIT University.  
I would like to invite you to participate in a research study entitled “Investigating 
Factors Impacting Customers Loyalty in Mobile Telecommunication Products and 
Services in Australia”. This research is being conducted by Hassan Shakil Bhatti (PhD 
student). The purpose of this research is to examine the customer loyalty in the mobile 
telecommunication industry in Australia and to study factors affecting customer loyalty: 
customer experience, product PV, performance expectancy, effort expectancy, social 
influence, facilitating conditions, habit, hedonic motivation and customer satisfaction. 
I will be thankful if you please complete the online questionnaire. The participation is 
based on a voluntary basis. Please find the following link which will direct you to the 
web-based questionnaire. For more information about this project, please read the 
Participant Information and Consent Form (PICF) by clicking here or click next down 
the page to continue to the survey. If you agree to participate in the study, it should 
not take you more than 15–20 minutes to complete.  
Yours faithfully,  
Hassan Shakil Bhatti 
PhD student, 
RMIT University, Melbourne 
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Please answer ALL questions by putting a TICK (√) the appropriate circle, which BEST 
describes your situation.  
Part 1 “Demographic” 
 
1. Your Gender: 
 
Male        Female 
 
2. Your Age: 
 
  18-25  
  26-35 
  36-45 
  46-55 
  56-64 
  >65 
 
 
3. Where are you currently living in? 
        
New South Wales    
Victoria 
 Queensland 
South Australia 
 ACT 
 Northern territory 
 Western Australia 
 Tasmania 
 
4. What is your current employment Status? 
 
       Employed   
       Self-employed 
       Unemployed 
       Volunteer 
       A student 
       Retired 
       Unable to work 
 
5. Your Income status (Per year):  
 
  0-$18,200 
  $18,200-$37,000 
  $37,001-$80,000 
  $80,001-$180,000 
 $180,001 and over    
 
6. What is your highest education? 
   
        Never attended school 
        Certificate IV or below 
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        High school graduate 
        Diploma (or Associate Diploma) 
        Bachelor’s degree 
     Postgraduate (Masters, graduate diploma, PhD) 
 
7.    How many mobile phones and devices do you own? 
   ..................... 
8. What is your mobile plan and how many plans you possess? Please select the 
appropriate answer and put a number in front of it. 
        Prepaid ----- 
        Post- paid----- 
9. Is your mobile phone provided by the service provider in a deal with a plan? 
         Yes 
         No  
10.  What is your average monthly bill usage? 
        $0-20 
        $20-40 
        $40-60 
        $60-100 
        More than $100 
11. Please select the best option for your mobile service usage. 
 
Purpose of use Mobile 
phone 
Mobile 
broadband 
Personal   
Business/Company   
Both   
 
12.  What is the main purpose of using mobile phone services? 
     Voice call and SMS only 
       Data services such as mobile internet and services 
       Both 
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13. How many service providers you have used for each of the following services in the 
last 5 years? Please put the name of last service provider for each of the following 
service. 
Services No of service 
providers 
Last service provider 
name 
Mobile phone prepaid service   
Mobile phone post-paid service   
Mobile broadband prepaid 
service 
  
Mobile broadband post-paid 
service 
  
Mobile home broadband plan   
 
 
14. Are you going to renew the mobile service plan with your previous service provider for 
following service? 
Mobile phone prepaid service plan            Yes   No 
Mobile phone post-paid service plan           Yes   No 
Mobile broadband post-paid service plan       Yes   No 
Mobile broadband post-paid service plan       Yes   No 
Mobile home broadband plan                 Yes   No 
 
15. Please select the primary service provider you are currently using for the mobile, data 
and broadband services. 
Service Provider Mobile Phone Mobile Broadband Home 
broadband 
 Prepaid  Post-paid Prepaid  Post-paid  
Optus      
Telstra      
Vodafone      
Virgin Mobile      
Crazy Jones      
TPG      
Dodo      
Labera      
Lyca Mobile      
Amysim      
Boost Mobile      
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Yatango Mobile      
Belong      
Any other Please 
specify..................... 
     
 
16. Please select the service provider you were previously using for the mobile phone, mobile 
data and broadband services. 
Service Provider Mobile Phone Mobile Broadband Home 
broadband 
 Prepaid  Post-paid Prepaid  Post-
paid 
 
Optus      
Telstra      
Vodafone      
Virgin Mobile      
Crazy Jones      
TPG      
Dodo      
Labera      
Lyca Mobile      
Amysim      
Boost Mobile      
Yatango Mobile      
Belong      
Any other Please 
specify..................... 
     
 
17. Have you ever used mobile service (i.e. prepaid and post-paid phone, prepaid and post-paid 
broadband service) with any other service provider other than your current service provider? 
Yes   No 
18. How long have you been using your current service provider? 
Length of 
Use in 
months 
Mobile Phone Mobile Broadband Home 
broadband 
Prepaid  Post-paid Prepaid  Post-paid 
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> 12      
13-24      
25-36      
37-48      
<48      
Part 2 
 Based on your service experience from your primary service provider, to what extent do you 
agree or disagree with each of the following statements (1=strongly Disagree, 2= Mostly 
Disagree, 3= somewhat Disagree, 4= somewhat Agree, 5= Mostly Agree, 6=strongly Agree). 
1. It is easy for me to become skilful at using mobile services such 
as voice and data. 
1    2    3    4    5    6          
2. My interaction with mobile services such as voice, data and 
mobile broadband is clear and understandable. 
1    2    3    4    5    6          
3. Whenever I connected my mobile data service from my location, 
network service is available. 
1    2    3    4    5    6          
 4. The employees of my service provider as per my experience are 
willing to help, whenever I need any assistance. 
1    2    3    4    5    6          
5. I received adequate required information for the service that I 
needed. 
1    2    3    4    5    6          
6. My mobile services are a good value for the money.  1    2    3    4    5    6       
7. The service provider provides a variety of price plan. 1    2    3    4    5    6       
8. The mobile plan offered by my service provider is reasonably 
priced. 
1    2    3    4    5    6       
9. At the current price, my mobile service provider provides good 
value for a data bundle plan (mobile phone, broadband and home 
broadband). 
1    2    3    4    5    6    
10. Using mobile services has saved time during my routine tasks. 1    2    3    4    5    6          
11. The mobile value-added services are useful in my daily routine. 1    2    3    4    5    6          
12. Using mobile services increases my productivity in daily life. 1    2    3    4    5    6          
13. The use of mobile services will increase my chances to improve 
my overall performance in daily life. 
1    2    3    4    5    6          
14. The mobile services enable me to accomplish tasks more 
quickly. 
1    2    3    4    5    6          
15. Mobile services have helped me generate more innovative 
ideas. 
1    2    3    4    5    6          
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16. My service provider has provided resources such as network 
coverage, necessary to use my mobile service products. 
1    2    3    4    5    6          
17. My service provider facilitates the necessary technical customer 
support for the use of their mobile Phone services. 
1    2    3    4    5    6                
18. My family and friends can influence me in choosing the mobile 
data services of their service provider. 
1    2    3    4    5    6                
19. The service provider provides the flexibility of changing the 
price plan, i.e. plan upgrade and downgrade. 
1    2    3    4    5    6                
20. I cannot get help from my service provider when I have 
difficulties using mobile services. 
1    2    3    4    5    6                 
 21. Whenever I have encountered difficulty with the use of mobile 
service, I can use the information from a service provider to solve 
the problems. 
1    2    3    4    5    6                 
22. Whenever I use my mobile data service from my location, 
network service is available. 
1    2    3    4    5    6                
23. My family has influenced when choosing the mobile service 
provider. 
1    2    3    4    5    6    
24. Whenever I feel difficulties in investigating mobile products or 
services, I contact my friends to take their opinion. 
1    2    3    4    5    6   
 25. My colleagues have influenced me to choose the mobile 
service such as voice, data and bundle mobile broadband plans. 
1    2    3    4    5    6   
26. I will repurchase the mobile products and services offered by 
my service provider. 
1    2    3    4    5    6   
27. Social media friends have affected my decision to stay with my 
service provider. 
1    2    3    4    5    6 
28. New mobile data technologies such as (3G/4G/LTE) in mobile 
service can increase my interest to use the mobile service. 
1    2    3    4    5    6 
29. My friends can influence me in choosing the data services of 
their service provider. 
1    2    3    4    5    6  
30. I will recommend the mobile Products and services of my 
service provider to others. 
1    2    3    4    5    6           
 31. My provider is the primary service provider I considered when I 
want mobile communication products and services. 
1    2    3    4    5    6          
 32. I plan to continue to use mobile phone product and services 
frequently. 
1    2    3    4    5    6        
33. If the price is reduced, I will be glad to use the mobile services 
of another service provider. 
1    2    3    4    5    6        
34. I enjoy introducing my service provider's brand to other people. 1    2    3    4    5    6        
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Based on the mobile service that you frequently use, to what extent are you satisfied or 
dissatisfied with each of the following aspects of mobile services (1= Strongly Dissatisfied, 
2=Mostly dissatisfied, 3= Somewhat dissatisfied, 4=Somewhat satisfied, 5=Mostly satisfied, 6= 
Strongly Satisfied).  
35. The mobile services such as voice, data and broadband 
services that you use. 
1    2    3    4    5    6        
36. The performance of mobile services. 1    2    3    4    5    6        
37. The speed of mobile phone data services offered by the service 
provider. 
1    2    3    4    5    6        
38. The accurate billing information related to usage by the service 
provider. 
1    2    3    4    5    6        
39. Overall, I am satisfied with my mobile service provider. 1    2    3    4    5    6        
 
 
Based on the mobile service that you frequently use, please consider the statements that best 
describe your experience. 
40.My experience with mobile services of my service 
provider is 
Very bad                  Very good 
41. I rate my experience with my previous service 
provider plan as 
Very bad                  Very good 
42. I am addicted to using mobile services such as 
voice and data. 
Not at all                   Always    
 43. I must use mobile services including mobile data 
services. 
Not at all                   Always   
 44. Using mobile service would require minimum 
effort to use it. 
Not at all                   Always   
45. My customer care experience with my service 
provider, such as (receiving outage notification 
messages, convenient business hours) is 
Stressful                     Enjoyable 
46. I would not find hard to use the mobile service. Not at all                   Always   
47. Using mobile services can bring some recreation. Never                       Always 
48. Using the mobile services of my service provider 
including voice and data is  
Very boring                   Very interesting 
49. My mobile service providers’ offers are Very appealing                  Very unappealing 
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50. I must use mobile services including mobile data 
services. 
Not at all                  Always   
51. Using mobile services has become natural to me. Not at all                  Always   
52. Using mobile services of my service provider, 
including voice and data is 
Boring                       Interesting 
Tiring                       Effortless 
53. The mobile value-added services of a service 
provider are  
Unenjoyable             Enjoyable 
54. My information privacy protection experience as 
a customer is  
 Very less protected            Highly 
unprotected 
 
 
Thinking about the mobile service that you frequently use, please tell if it is Very difficult to 
use (1) or Very easy to use (6). 
55. Mobile services such as voice and data services 1    2    3    4    5    6    
56. Mobile online billing & payment service. 1    2    3    4    5    6    
57. Mobile internet services 1    2    3    4    5    6   
58. Overall, mobile services including voice, data and broadband 1    2    3    4    5    6    
 
Based on the mobile service that you frequently use, to what extent do you think about the 
following statements (1= Very difficult to understand, 6= Very easy to understand)  
59. The terms and conditions of mobile services. 1    2    3    4    5    6    
 
Reflecting back to your service encounter with the mobile service you frequently use, how do 
you feel about the following statements (1= Extremely inconvenient, 6= Extremely convenient).                          
60. Mobile broadband service connectivity from my home location to 
service providers’ network is: 
1    2    3    4    5    6                
 
Based on the service experience that you frequently use, to what extent your experience 
exceeded expectation on the following statements. 
61. The mobile value-added 
service  
Less than my expectation         Higher than 
my expectation 
62. The quality of voice calls such 
as (voice clarity, signal strength) 
Less than my expectation          Higher than 
my expectation 
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63. The reliability of data services  Less than my expectation          Higher than 
my expectation 
64. The resolution of service 
complaints  
Less than my expectation          Higher than 
my expectation 
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Please provide any other suggestions/opinions/comments if you have about this research.  
 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
--------------------------------------------------------------------------------------------------------------------------------------------------- 
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Appendix F: The Normality Test 
Items 
Skewness Kurtosis 
Items 
Skewness Kurtosis 
Statistic 
Std. 
Error Statistic 
Std. 
Error Statistic 
Std. 
Error Statistic 
Std. 
Error 
EE1 -.921 .128 .444 .255 CL5 -.150 .128 -.819 .255 
EE2 -.802 .128 .278 .255 CS1 -.156 .128 -.819 .255 
FC6 -.564 .128 -.222 .255 CS2 -.913 .128 1.036 .255 
CE1 -.686 .128 .296 .255 CS3 -.898 .128 .885 .255 
CS6 -.641 .128 .480 .255 CS4 -.743 .128 .659 .255 
PV1 -.591 .128 -.059 .255 CS5 -.839 .128 .535 .255 
PV2 -.642 .128 .141 .255 CE2 -.888 .128 .781 .255 
PV3 -.675 .128 .506 .255 CE3 -1.073 .128 1.463 .255 
PV4 -.542 .128 .096 .255 HT1 -.460 .128 -.437 .255 
PE1 -.700 .128 -.097 .255 HT2 -.567 .128 -.932 .255 
PE2 -.385 .128 -.507 .255 CE4 .153 .128 -1.169 .255 
PE3 -.476 .128 -.439 .255 HT3 -.517 .128 .295 .255 
PE4 -.443 .128 -.354 .255 CE5 -.355 .128 -.609 .255 
PE5 -.566 .128 -.230 .255 HM2 -.329 .128 -.070 .255 
PE6 -.306 .128 -.608 .255 HM3 -.524 .128 -.233 .255 
FC1 -.721 .128 .348 .255 HT4 -.414 .128 .415 .255 
FC2 -.458 .128 -.013 .255 HM4 .024 .128 -1.008 .255 
SI1 .097 .128 -1.009 .255 HT5 -.438 .128 .370 .255 
PV5 -.375 .128 -.244 .255 HM5 -.408 .128 -1.011 .255 
FC3 .318 .128 -.934 .255 HM6 -.395 .128 .201 .255 
FC4 -.324 .128 -.086 .255 HM7 -.478 .128 .003 .255 
FC5 -.568 .128 -.222 .255 HT6 -.056 .128 -.527 .255 
SI2 .222 .128 -1.113 .255 EE3 -.541 .128 .092 .255 
SI3 .204 .128 -.974 .255 EE4 -.861 .128 .430 .255 
SI4 .405 .128 -.891 .255 EE5 -1.003 .128 .723 .255 
CL1 -.705 .128 .133 .255 EE6 -.925 .128 .967 .255 
SI5 .601 .128 -.833 .255 EE7 -.994 .128 .935 .255 
HM1 -.413 .128 -.662 .255 FC7 -.384 .128 -.317 .255 
SI6 .215 .128 -1.054 .255 CE6 -.612 .128 -.044 .255 
CL2 -.498 .128 -.179 .255 CE7 -.306 .128 .259 .255 
CL3 -.733 .128 -.015 .255 CE8 -.649 .128 .481 .255 
CLI4 -.902 .128 .486 .255 CE9 -.484 .128 -.047 .255 
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Appendix G: Descriptive Statistics of the Items 
Variables Mean SD Variance Variables Mean SD Variance 
AGE 1.49 0.501 0.251 FC2 4.19 1.166 1.361 
Experience 3.49 1.675 2.807 FC3 4.01 1.510 2.281 
CL1 4.31 1.274 1.624 FC4 4.03 1.185 1.404 
CL2 4.01 1.347 1.815 FC5 4.15 1.361 1.851 
CL3 4.26 1.377 1.896 FC6 4.26 1.310 1.715 
CL4 4.64 1.239 1.536 FC7 4.27 1.284 1.649 
CL5 4.24 1.309 1.714 HM1 3.86 1.497 2.240 
CL6 3.50 1.467 2.152 HM2 4.01 1.332 1.774 
CE1 4.39 1.197 1.434 HM3 4.12 1.104 1.220 
CE2 4.82 1.069 1.143 HM4 4.12 1.116 1.245 
CE3 4.08 1.330 1.768 HM5 4.21 1.122 1.260 
CE4 4.28 1.110 1.231 HM6 4.29 1.174 1.378 
CE5 4.03 1.211 1.467 HM7 3.83 1.291 1.666 
CE6 3.98 1.107 1.225 HT1 4.41 1.550 2.403 
CE7 4.18 1.179 1.390 HT2 3.24 1.632 2.663 
CE8 4.09 1.233 1.521 HT3 3.99 1.392 1.937 
CE9 4.21 1.157 1.339 HT4 3.62 1.505 2.265 
CS1 4.62 1.111 1.234 HT5 4.17 1.536 2.358 
CS2 4.59 1.121 1.257 HT6 4.45 1.155 1.334 
CS3 4.46 1.141 1.301 PE1 4.37 1.360 1.849 
CS4 4.65 1.172 1.373 PE2 4.04 1.390 1.932 
CS5 4.64 1.119 1.251 PE3 4.09 1.397 1.951 
CS6 4.47 1.117 1.247 PE4 3.99 1.378 1.898 
EE1 4.61 1.291 1.666 PE5 4.17 1.363 1.857 
EE2 4.52 1.282 1.644 PE6 3.72 1.410 1.987 
EE3 4.69 1.162 1.351 PV1 4.37 1.248 1.557 
EE4 4.62 1.283 1.647 PV2 4.51 1.137 1.292 
EE5 4.72 1.100 1.211 PV3 4.36 1.194 1.427 
EE6 4.65 1.177 1.386 PV4 4.10 1.275 1.625 
EE7 3.97 1.311 1.718 PV5 4.11 1.271 1.615 
EXP1 4.54 1.926 3.709 SI1 3.21 1.545 2.388 
EXP2 4.54 1.794 3.219 SI2 3.08 1.635 2.672 
EXP3 4.19 1.769 3.131 SI3 3.04 1.502 2.257 
EXP4 4.48 1.737 3.016 SI4 2.79 1.517 2.301 
EXP5 4.73 1.837 3.373 SI5 2.56 1.572 2.473 
FC1 4.29 1.200 1.441 SI6 3.06 1.565 2.451 
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Appendix H: Summary of Studies Involved in the Model Development 
Major Theories Authors Major Construct Key Contribution 
A Unified Theory of 
Acceptance and 
Use of Technology 
(AbuShanab & 
Pearson 2007) 
  
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Purchase intention, Age, 
Gender, and Voluntariness 
This study attempts to validate the suitability of the Unified 
Theory of Acceptance and Use of Technology (UTAUT) 
within the context of internet banking. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(AlAwadhi & Morris 
2008) 
Facilitating conditions, Peer influence, 
Performance expectancy, Effort 
expectancy, Purchase intention, 
Academic course, Gender, and Internet 
experience 
The model established in this research has created a 
foundation for further research investigating the adoption of 
e-government services in developing countries 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Albashrawi & 
Motiwalla 2017) 
Facilitating conditions, Peer influence, 
Performance expectancy, MB usage, 
satisfaction, MB loyalty, MB system 
quality, MB service quality, and MB 
information quality 
This research contributes to the theory and practice by 1) 
integrating system-oriented factors (IS Success) with non-
system-oriented factors (UTAUT) to assess whether this 
integration can provide a robust theoretical basis in a Mobile 
banking context. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Dwivedi et al. 2017) 
Facilitating conditions, social influence, 
Performance expectancy, Effort 
expectancy, Attitude, Behavioural 
intention and Use behaviour. 
This research shows that the proposed theoretical model that 
reframed the propositions of the original UTAUT model may 
serve as a meaningful substitute for understanding IS/IT 
acceptance and usage. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Escobar-Rodríguez & 
Carvajal-Trujillo 2014) 
Facilitating conditions, Peer influence, 
Performance expectancy, Effort 
expectancy, Hedonic motivation, habit, 
Trust, Behavioural intention and Use 
behaviour. 
The results show that key determinants of purchasing are 
trust, habit, cost saving, ease of use, performance and 
expended effort, hedonic motivation and social factors. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Foon & Fah 2011) 
Facilitating conditions, social influence, 
Performance expectancy, Effort 
expectancy, Behavioural intention. 
Knowing the elements of internet banking adoption could 
help banking company to improve their service to attract 
more customers. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Hoque & Sorwar 
2017) 
Facilitating conditions, social influence, 
Performance expectancy, Effort 
expectancy, Technology anxiety, 
This study has utilised the UTAUT model to examine elderly 
behavioural intention to adopt mHealth services in the 
context of developing countries. 
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Resistance to change and Behavioural 
intention. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Kasim 2015) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Behavioural intention, Age, 
Gender, and Voluntariness 
This study has statistically validated the UTAUT model in the 
context of knowledge sharing behaviour through virtual 
platforms. 
 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Khechine & Augier 
2019) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Behavioural intention, Use 
behaviour, Attitude, Autonomy, Anxiety 
Age, Gender, and Experience. 
The theoretical contribution of this study is an attempt to 
enhance technology adoption literature by testing the UTAUT 
model in the context of using a learning management system 
(LMS) for social learning. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Mandal & McQueen 
2012) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Social media use, Owner 
characteristics and Goals. 
The major theoretical contribution of this study is identifying 
the significance of owner characteristics in social media 
adoption by microbusinesses. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Min et al. 2008) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Behavioural intention, Age, 
Gender, and Voluntariness. 
The main contribution of this study is to determine the mobile 
commerce user acceptance in China with a revised UTAUT 
model. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Mansoori et al. 2018) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, Behavioural intention, Age, 
Gender, and Education. 
This study has contributed to the provisioning of an extension 
of the UTAUT model that could be suitable for developing 
countries such as the UAE. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Rahi et al. 2018) 
Facilitating conditions, Social influence, 
Performance expectancy, Effort 
expectancy, User intention to adopt 
internet services. 
This research enhanced the body of knowledge in the area of 
internet services and technology adoption using the UTAUT 
model. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Sair & Danish 2018) 
Performance expectancy, Effort 
expectancy, Personal innovativeness, 
and Behavioural intention to adopt M-
commerce 
This study insights have contributed to the body of 
knowledge by exploring the individual features in the mobile 
commerce technology adoption among young consumers in 
Pakistan. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Slade et al. 2015) Performance expectancy, Effort 
expectancy, Innovativeness, Risk, Trust, 
The theoretical contribution of this study focusses on the 
findings need to tailor technology adoption models to the 
consumer context. 
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Knowledge and Behavioural intention 
and User behaviour. 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Su et al. 2013) 
Perception of risk, Performance 
expectancy, Effort expectancy, Social 
impact, Facilitating conditions, User 
intent, Gender, Age and Education. 
This study has contributed to the extension of the UTAUT 
model in the area of the internet on things (IoT). 
A Unified Theory of 
Acceptance and 
Use of Technology 
(Wu et al. 2019) 
Performance expectancy, Effort 
expectancy, Perceived entertainment, 
English self-efficacy, Behavioural 
intention and User behaviour. 
This study has identified the determinants affecting students’ 
technological acceptance of a Hotel English Learning APP 
based on the UTAUT model.  
A Unified Theory of 
Acceptance and 
Use of Technology 
(Yu 2012) 
Social influence, Perceived Financial 
cost, performance expectancy, 
Perceived credibility, Facilitating 
conditions, Behavioural intention, Age 
and Gender. 
This study has enriched the current knowledge about what 
affects individuals to use mobile banking is required.  
 
SERVQUAL 
(Ishaq 2011; Kim, M-K 
et al. 2004; 
Parasuraman et al. 
2000; Parasuraman et 
al. 1985, 1988, 1991, 
1993, 1994a; Wang et 
al. 2004; Zeithaml 
1988; Zhou & Lu 
2011) 
Tangibility, Assurance, Reliability 
Responsiveness, and Empathy 
 
These studies helped in the measurement of the service 
quality, customer satisfaction, communication, customer 
service, customer loyalty and retention 
UTAUT2 Model 
(Admiraal et al. 2013; 
Lewis et al. 2013; 
Mathur 2014; Raman 
& Don 2013; Shao & 
Siponen 2011; 
Venkatesh et al. 2012) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Education, Technology, 
Behavioural intention, User behaviour, 
Age, Gender and Experience. 
This extended UTUAT2 model has been used in different 
studies for enriching the consumer behaviour phenomenon 
through the measurement of the Individual behaviour, 
behaviour intention, intention to use and actual behaviour in 
information technology, banking, e-commerce and 
information system field. 
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UTAUT2 Model (Ain et al. 2016) 
Performance expectancy, Effort 
expectancy, Price value, Social 
influence, Power, Tradition, Security, 
Conformity, Achievement, Hedonism, 
Hedonic motivation, Habit and 
Behavioural intention. 
The study contributes to the literature by determining that 
there are no links between values associated with security, 
conformity and power in the adoption model for e-learning. 
UTAUT2 Model (Alalwan et al. 2017) 
Behavioural intention, Performance 
expectancy, Effort expectancy, Hedonic 
motivation, Price value and Trust 
The recommended model has incorporated factors from the 
extended Unified Theory of Acceptance and Use of 
Technology (UTAUT2) along with trust. 
UTAUT2 Model (Arain et al. 2019) 
Performance expectancy, Effort 
expectancy, Social influence, Facilitating 
conditions, Hedonic motivation, Habit, 
Ubiquity, Information quality, System 
quality, Appearance quality, Behavioural 
intention and Satisfaction. 
This study enriches the literature of m-learning acceptance in 
the context of higher education institutions in developing 
countries. 
UTAUT2 Model (Chang et al. 2019) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Behavioural intention, User 
behaviour, Age, Gender and Experience. 
The study validates the UTAUT2 model in the online hotel 
booking context. 
UTAUT2 Model 
(Gharaibeh & Arshad 
2018) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Mass media, Behavioural 
intention, User behaviour, Age, Gender 
and Experience 
This study has contributed to the body of knowledge by 
adding a new independent variable mass media and tested 
the UTAUT2 theory in the context of mobile banking services 
in Jordan. 
UTAUT2 Model 
(Herrero & San Martín 
2017) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Privacy concern, Habit, 
Hedonic motivation, Mass media, 
Behavioural intention, User behaviour, 
Age, Gender and Experience 
The UTAUT2 model is adapted by using a new variable 
privacy concern in the context of the adoption of social 
network sites. 
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UTAUT2 Model (Kang et al. 2015) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Behavioural intention, m-
learning, Age, Gender and Experience. 
The UTAUT2 model is modified in m-learning and 
acceptance context in Korea. 
UTAUT2 Model (Khan et al. 2017) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, perceived 
security, Habit, Hedonic motivation, 
Behavioural intention, m-learning, and 
cultural variable. 
The UTAUT2 extended model is enriched with a new culture 
variable and perceived security. 
UTAUT2 Model (KIT 2014) 
Performance expectancy, Effort 
expectancy, facilitating conditions, Price 
value, Social influence, Hedonic 
motivation, Habit and Behavioural 
intention. 
The UTAUT2 is adapted in the context of the adoption of the 
mobile applications. 
UTAUT2 Model (Merhi et al. 2019) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Trust, Perceived privacy, 
Perceived security and Behavioural 
intention. 
The research study has contributed a gap in extant mobile 
banking literature through its extension of the UTAUT2 with 
security, privacy and trust. 
UTAUT2 Model 
(Owusu Kwateng et al. 
2019) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, Trust, User behaviour, Age, 
Gender, Education and Experience. 
This study has provided a comprehensive extended UTAUT2 
model in the context of mobile banking applications in Ghana. 
UTAUT2 Model 
(Palau-Saumell et al. 
2019) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Price value, Habit, Hedonic 
motivation, perceived credibility, 
Behavioural intention, User behaviour, 
Age, Gender and Experience. 
The research results confirm that the extended UTAUT-2 is 
modified by incorporating the perceived credibility factor, to 
better understand the acceptance of mobile application 
acceptance in restaurants.  
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UTAUT2 Model (Raman & Don 2013) 
Facilitating conditions, Performance 
expectancy, Effort expectancy, Social 
influence, Habit, Hedonic motivation, 
Behavioural intention, and Use 
behaviour. 
The UTAUT2 model is tested in the context of a learning 
management system (LMS). 
UTAUT2 Model (Xu 2014) 
Achievement, Social Influence, 
Perceived enjoyment, Fantasy, Price 
value, Habit, Age, Gender, Experience 
and Continuance intention. 
This study has contributed to the modification of the 
continuance intention using UTAUT2 model.  
Marketing Mix 
theory 
(Anderson et al. 1994; 
Babakus & Boller 
1992; Barich & Kotler 
1991; Fornell et al. 
1996; Kotler 2003; 
Kotler & Armstrong 
1991; Rafiq & Ahmed 
1995) 
Marketing mix framework, 4P’s (product, 
price, place, promotion), 7P’s (product, 
price, place, promotion, participants, 
physical evidence and process 
 
Marketing Mix elements with 7P’s and their use in the 
marketing studies exploring the product price value and 
providing an underlying knowledge for the theoretical basis of 
product price value relationship with customer behavioural 
intention in further studies. 
Expectancy 
confirmation 
Theory/Expectancy 
disconfirmation 
theory 
(Harris & Goode 2004; 
Oliver 1981, 1993, 
1997, 1999; Oliver, RL 
& DeSarbo, W 1988; 
Patterson & Spreng 
1997; Spreng & 
Mackoy 1996) 
Satisfaction, Perceived performance, 
Disconfirmation and Expectation. 
This expectation confirmation theory helped in enriching 
consumer behaviour through the measurement of customer 
expectations and perception about the products and services. 
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Appendix I: Descriptive Statistics of Mobile Phone Prepaid 
Description of Respondents Mobile Phone Prepaid Service with the Prepaid Service Provider 
Primary Current Mobile 
Phone Prepaid Service 
Frequency Per cent 
Optus 51 14.0 
Telstra 47 12.9 
Vodafone 33 9.1 
Virgin Mobile 10 2.7 
TPG 2 .5 
Vaya mobile 1 .3 
Dodo 1 .3 
Crazy Jones 0 0 
Lebara 3 .8 
Lyca Mobile 1 .3 
Yatango Mobile 2 .5 
Boost Mobile 20 5.5 
Amaysim 17 4.7 
Any other 176 48.4 
None 3 .8 
Total 364 100.0 
 
  
 326 
Appendix J: Descriptive Statistics of Mobile Phone Post-Paid 
Service 
Description of Respondents Mobile Phone Post-Paid with the Current Service Provider 
Primary Current Mobile 
Phone Post-paid Service 
Frequency Per cent 
Optus 70 19.2 
Telstra 93 25.5 
Vodafone 46 12.6 
Virgin Mobile 17 4.7 
TPG 4 1.1 
Vaya mobile 0 0 
Dodo 5 1.4 
Crazy Jones 2 .5 
Lebara 0 0 
Lyca Mobile 0 0 
Yatango Mobile 2 .5 
Boost Mobile 0 0 
Amaysim 4 1.1 
Any other 15 4.1 
None 106 29.1 
Total 364 100.0 
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Appendix K: Descriptive Statistics of Mobile Broadband Prepaid 
Service 
Description of Respondents Mobile Broadband Prepaid with the Current Service Provider 
Primary Current Mobile 
Broadband Prepaid Service 
Frequency Percent 
Optus 29 8.0 
Telstra 49 13.5 
Vodafone 16 4.4 
Virgin Mobile 4 1.1 
TPG 2 .5 
Vaya mobile 0 0 
Dodo 2 .5 
Crazy Jones 2 .5 
Lebara 1 .3 
Lyca Mobile 0 0 
Yatango Mobile 0 0 
Boost Mobile 3 .8 
Amaysim 8 2.2 
Any other 7 1.9 
None 241 66.2 
Total 364 100.0 
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Appendix L: Descriptive Statistics of Mobile Broadband Post-Paid 
Service 
Description of Respondents Mobile Broadband Post-Paid with the Current Service Provider 
Primary Current Mobile 
Broadband Post-paid 
Service 
Frequency Per cent 
Optus 29 8.0 
Telstra 68 18.7 
Vodafone 15 4.1 
Virgin Mobile 6 1.6 
TPG 8 2.2 
Vaya mobile 2 .5 
Dodo 7 1.9 
Crazy Jones 1 .3 
Lebara 1 .3 
Lyca Mobile 1 .3 
Yatango Mobile 1 .3 
Boost Mobile 1 .3 
Amaysim 13 3.6 
Any other 211 58.0 
None 29 8.0 
Total 364 100.0 
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Appendix M: Descriptive Statistics of Mobile Home Broadband 
Service 
Description of Respondents Mobile Home Broadband Service with the Current Service Provider 
Primary Current Mobile 
Home Broadband Service 
Frequency Percent 
Optus 44 12.1 
Telstra 93 25.5 
Vodafone 4 1.1 
Virgin Mobile 5 1.4 
TPG 33 9.1 
Vaya mobile 0 0 
Dodo 17 4.7 
Crazy Jones 1 .3 
Lebara 0 0 
Lyca Mobile 0 0 
Yatango Mobile 0 0 
Boost Mobile 17 4.7 
Amaysim 1 .3 
Any other 17 4.7 
None 133 36.3 
Total 364 100.0 
 
